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I have been asked so often to ex- 
plain why our factory was busier 
last season than any season since 
1928, that I have decided to try, in 
my own way, to give the reasons: 


I believe that one of the outstand- 
ing reasons for our success, at this 
time, even through a period of 
sluggish business conditions, is our 
understanding of the problems the 
retailer has to face. Although I 
am known as a shoe manufacturer, 
my original training in the shoe 
business came about in retail 
stores. 


It is this understanding of what 
the retailer needs to satisfy his 
trade, which I have seen fit to call 
Smart Shoemanship. It is upon 
this understanding that we have 
based our manufacturing policies. 


We understand, for instance, that 


BOOT AND 


Style, and everything that word 
implies, is the first requisite in 
selling today. That’s why we 
have augmented our designing 
staff. We believe that it rates 
second to none as a designing or- 
ganization. Fine fitting too is a 
recognized characteristic quality of 
Andrew Geller shoes. 


But Style and Fit without an in- 
born quality would not be Smart 
Shoemanship. In our field you can 
copy style, but you can never make 
a fine shoe out of cheap materials 
and with anything but the best 
craftsmanship. Those who have 
done business with us know that, 
through good times and bad, we 
have never wavered one iota from 
the highest standards of quality 
and shoe craftsmanship. 


Given Style, Fit and inborn qual- 
ity, what is next? Shoes must be 
offered at a price to make them 
good values to women and profit- 
able selling for the retailer. 
Andrew Geller shoes, styled and 
manufactured to the highest 
Andrew Geller standards, retail for 
$10.50 and $12.50, and in some in- 
stances $14.50. We believe they 
represent the ultimate in footwear 
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values. Style for style, and quality 
for quality, we most respectfully 
invite comparison of these shoes 
from every angle with other shoes 
selling at, or near, these prices. 


Thus we place in the hands of the 
retailer, shoes that represent Amer- 
ica’s outstanding style achieve- 
ments. They are made as fine as 
shoes can be made, and we have 
priced them so the retailers can 
sell this footwear profitably and 
maintain excellent turn-over. 


And now we go further; this sea- 
son we embark upon a more ex- 
tensive advertising campaign in 
the smart women’s magazines. We 
know that by this method we will 
create a much higher acceptance 
on the part of fashionably dressed 
women for the shoes that bear the 
Andrew Geller pride-mark. 


It has always been our policy. 
however, to sell shoes and not pri- 
marily a name. Therefore, if a 
retailer so chooses, he may mer- 
chandise them branded or un- 
branded. He need never feel 
anything but a distinctive pride in 
attaching his good name to the 
exquisite footwear that comes out 
of the Andrew Geller factory. 








Andrew Geller 


exquisite footwear 
BROOKLYN 
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WILLIAM J. BENSON of Dover, 
Del., celebrated his eighty-fifth 
birthday recently and, with it, 
goes on the roll of honor of shoe 
men who have been 50 years in 
business and more. 





He was the founder of the busi- 
ness of William J. Benson & Co. 
and is today an active merchant, 
as well as vice-president of the 
First National Bank of Dover. He~ 
is daily active in public service. 


* * * 


FooT HEALTH WEEK will soon 
be a world-wide function, for, fol- 
lowing its successful operation in 
America, April 22 to 27, we have 
received requests from Australia 
and Germany for full particulars on 
how to operate a similar promotion. 

Now comes the question as to 
whether it should be dated the same 
week the world over. The signifi- 
cant thing back of this international 
interest is the fact that foot health 
is of paramount importance and 
that its collective promotion is 


necessary in towns, in cities, in - 


states, and even in nations. 
SIDNEY W. WINSLOW, president 


of the United Shoe Machinery 
Corp., played the drums and other 











VOICE or THE TRADE 


instruments of percussion when the 
U. S. M. C. orchestra gave its an- 
nual concert recently at Beverly, 
Mass. . The enthusiastic audience 
called for Mr. Winslow, and he 
arose from beside the drums and 
just said: 

“I wish to express the pleasure 
that the orchestra has in coming 
down here from the Boston office. 
You have given us a wonderful 
experience and we certainly appre- 
ciate it.” 

The orchestra played “The Win- 
slow March” as well as the “United 
Shoe Machinery March.” 


JOHN A. BUSH, president of the 
Brown Shoe Co., sent a notice to all 
employees, stating that “there is no 
change in the attitude of the com- 
pany towards employees and that 
no change is being made in the 
hours or wage policy of the com- 
pany.” 





In the semi-annual report for the 
six months ending April 30, the 
Brown Shoe Co. showed net sales 
of finished products to customers of 
$12,332,959.80, and a net profit of 
$488,395.69. The entire business 
of St. Louis and subsidiary shows 
a consolidated surplus of $9,224,- 
336.79, and. as is the custom, lasts. 
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licenses, trade name, goodwill and 
patent rights are booked at $3, 
though, as everyone knows, their 
values are up in the million. 





LAWRENCE NEAL of London 
says: 

“The heart of the matter is that 
the public is a lay public not versed 
in trade technique; and the Retail 
Trading Standards were, therefore, 
drawn up to assist the public in its 
job of shopping and to save the cus- 
tomer from pitfalls. Accordingly, 
let us apply this test in considering 
the following paragraph that ap- 
pears in the retail code: 

“**Hand-sewn, etc.—Loose_ de- 
scriptions, such as “hand-made,” 
“hand-welts,” “hand-welted,” “made 
on the hand-sewn principle,” and 
“bench-made,” which are used to 
suggest that a boot or shoe is wholly 
or partly made by hand, have no 
precise significance and should not 
be used. “Hand-sewn” may be 
used of a boot or shoe in which the 
lasting and the attachment of the 
sole is done by hand. “Hand-sewn 
welt” means that the shoes have 
been lasted by hand and the welts 
sewn in by hand.’ 

“It will be clear that those who 
framed this recommendation were 
aware that in one form or another 
the attributes of hand-sewn, hand. 
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welting, hand-making, were quali- 
ties to which the public attaches 
considerable value. Shoes of this 
class are expected to be shoes of 
distinction.” 

The Retail Trading Standards 
Association refuses to put its ap- 
proval on the term “made on the 
hand-sewn principle” in the belief 
that it leads to serious misconcep- 
tion in customers’ minds, for the 
shoes so described are machine- 
sewn. Let us say, in high compli- 
ment to the English retail trade, 
that more group action is being ac- 
complished in England than any- 
where else in betterment of trade 
ethics. 


* * ~ 


BUCKSKIN and its imitations are 
now subject to an interpretation 
rendered by the Tanners Council 
to the Better Business Bureau of 
New York City, as follows: 
“Buckskin: General term applied 
to leather from deer and elk skins; 
used for gloves and shoes, and to 
some extent in clothing. 
“Buck-Sides: Term to describe 
cattle side-upper shoe leather, suede 
finished to simulate genuine buck- 
skin. Sometimes designated by 
proprietary trade names, such as 


‘Nubuck,’ ‘Rybuck,’ etc.” 
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GEORGE F. JOHNSON, Chair- 
man of the Board of the Endicott- 
Johnson Corp., told 17,000 shoe 
workers who gathered in two parks 
in Johnson City and Endicott after 
work hours: 

“We thought we had a great fu- 
ture under the NRA. It had many 
splendid ideas which promised to 
improve the future of the working 
people. We are more disappointed 
than you are about the change, but 
I want to say to you that NRA prin- 
ciples are going to be carried on in 
this industry 100 per cent as far as 
is humanly possible. There is go- 
ing to be chiseling coupled with 
lengthening of hours and cutting 








DO YOU KNOW 






AuTo SALES 
>! conn PRICE 
TREATIES 


SOLDIERS 


—That there are 157 languages 
spoken in the Soviet Union? 

—That this year 38 bushels of lowa 
corn sold on the farm buy a new 
suit of clothes; last year it would 
have required 87 bushels? 

—That General Motors April sales 
were the largest reported for any 
month since the Summer of 1929? 

—That building shortages in the 
U. S. are estimated at more than 
ten billion dollars? 
—That 1,000,000 wagon loads of 
wheat were destroyed in 1934? 
—That during the past year no less 
than 156 treaties were concluded 
to preserve peace and promote 
happiness and prosperity? 

—That 10,000,000 soldiers are 
armed to the teeth ready to pre- 
serve this peace? 

—That this crazy old world is an in- 
teresting place to live in after all? 


SE nnt 0 (o> hone 


President 








of wages, making it harder for lib- 
eral concerns like ours to compete.” 

He then announced that NRA 
policies would be continued in the 
29 plants despite the Supreme 
Court upset. A spokesman for the 
workers replied: “Through our 
united efforts we are sure we can 
work out any problem that con- 
fronts us. I can assure you, Mr. 
Johnson, we are behind you 100 
per cent, and I speak for 19,000 fel- 


low workers.” 
% * * 


CLERKS, who won first - prize 
trips to Williamsburg, Ontario, to 
meet and greet Dr. William M. 
Locke, are as follows: Edward 
Roden of Marshall Field & Co., 
Chicago, IIl.; Mrs. Louise Brad- 
shaw of Wetherhold & Metzger, Al- 
lentown, Pa.; Margaret Bausch of 
John Wanamaker, Philadelphia, 





BOOT AND SHOE RECORDER, June 15, 1935 


and Arthur C. Gray of Nord- 
strom’s, Inc., Seattle, Wash. 

The vacations, all expenses 
paid, come to them for their abil- 
ity to write a letter of not more 
than 150 words on “Why W. M. 
Locke Shoes are best for my cus- 
tomers” So, at their own conve- 
nience, they travel to the North- 
country at the expense of the Lock- 
wedge Shoe Corp. 


* * * 


CARL C. ANDREASEN, secretary 
of the Racine Shoe Mfg. Co. of 
Racine, Wis., says: 

“TI don’t believe that the elimina- 
tion of NRA will bring about a gen- 
eral reduction in labor or wages in 
our industry. I know that the 
Racine Shoe Mfg. Co. will con- 
tinue our present working condi- 
tions both as to hours and mini- 
mum wages. There have always 
been chiselers, and presume that 
there are those who will immedi- 
ately reduce wages, but this should 
in no way influence the general 
scheme of things. I am sure that 
the average employee is not view- 
ing the Supreme Court decision 
with any particular alarm.” 


* * * 
W. J. GARABEDIAN, a sub- 
scriber at 197 Jaffa Road, Jerusa- 
lem, continues his correspondence 
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with us, and we find out how 
modern shoe retailing is carried on 
in Palestine. He says: 

“The number of our clients is 
large and scattered all over the 
world. For example, a customer 
flying from London to South Africa, 
wired us his order and picked up 
the shoes when his plane landed at 
Port Said. Another sends us his 
old pair of shoes for soling and 
heeling all the way from Johannes- 
burg, South Africa. The cost of 
carriage was twice the cost of the 
job.” 

He ends his letter “with the new 
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and varied elements now in Pales- 
tine, customers are more fashion- 
conscious, and to serve them in this 
respect, we endeavor to American- 
ize our production as much as pos- 
sible, giving them that certain touch 
of something found only in Ameri- 
can shoes. May I, as a connoisseur, 
compliment American manufactur- 
ers for their world-wide influence?” 


ta. 


SHOE ROMANCE, by Edmund 

Leamy, in the Melviller: 

If I a job could pick or choose, 

I’d seek the job of selling shoes. 

lor oft I’ve seen them on display, 

A gay and gallant, proud array, 

In shoe store windows and on 
shelves, 

A world of romance in themselves. 

They clothe the feet of weak and 
fair 

To travel with them everywhere, 

Across the wide world, up and 
down, 

In village, country or in town, 

To tread perhaps a drawing-room 


floor, 
Or pass through some poor humble 
door. 
A pair of shoes. Who'll come to 
buy? 


A tired, old man? A maiden shy? 
A bride-to-be? A miser grim? 

A laughing lad? A woman slim? 
Or one who heard the sea’s far call? 
Or someone wearied of it all? 

I’ve often thought Id like to be 

A partner in this sorcery 

Of fitting feet for work or play, 
For moments sad, or moments gay, 
And silent, without sign or glance, 
To share the lure of Shoe Romance. 
* 


* * 





S IDNEY J. EISMAN, president of 
Charles Meis Shoe Manufacturing 
Co. of Cincinnati, Ohio, sent the 
following letter to their salesmen, 
following the Supreme Court de- 
cision concerning NRA: 

“In England and some of the 
foreign countries when the ruling 
monarch passes away, the people 
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| say: “The King is dead. Long live 


the King,’ and so say we, “The NRA 
is dead. Long live the NRA.’ Long 
live pleasant relations and under- 
standing between the employer and 
the employee, and long live fair 
wages. 

“Being one of the first to sign 
the President’s original NRA agree- 
ment, we want to be one of the 
first to announce our continuance 
of the splendid policies outlined in 
that law. 

“We want to keep our happy 
family happy, and feel sure that 
your customers will find happiness 
in buying and selling merchandise 
made under these principles.” 


* * * 


“MEN are more appreciative of 
quality in shoes than women,” as- 
serts J. F. Polka, shoe buyer in the 
A. & S. Levy Co., Victoria, Texas. 
“The human nature of this is that 
women are always looking for price 
and style, while men are interested 
in comfort, wear, then price. 
“Right now, if we should take a 
lot of women’s shoes and put a 
price on them, we could fill this 
store with a big crowd. If we did 
the same thing to any of our men’s 
shoes, the trade would not pay any 


‘more than casual attention to it.” 
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“THE Greeks Had a Word for It,” 
says Walker T. Dickerson of his 
new heelless line of shoes. “In 
Greek ‘Terna’ means ‘heel.’ ‘Ap’ 


means ‘no.’ ‘Apturna’—‘no heel.’” 


* * * 


“A SHOEMAN seldom sees a 
bunion on a young woman nowa- 
days. There are still quite a num- 
ber noticed on middle-aged and 
older women, but the young folks 
have very good shaped feet,” ob- 
served W. A. Kranzthor, head of the 
Guarantee Shoe Co., El Paso. 
“Shoe manufacturers have made 
great strides in giving the shoe mer- 
chants better fitting shoes, while in 
most good shoe stores it has been 
a sort of religion to fit people right. 
We are selling more and more large 
sizes to women, especially during 
the past five years, and I am begin- 
ning to wonder if there is to be 
any stopping point in long fittings. 
Size schedules are being constantly 
revamped to take care of the 
changes in shoe wearing sizes. I 
know we are continuously out of 
9’s, with a definite number of calls 
for 10’s in style shoes. 

“T am not an old man in the shoe 
business, but in my 15 years I have 
noticed some great changes.” 




















“GRAHAM 
WUNTER~ 










“Better scratch that clearance sale off the calendar, Joe." 
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La Mode Francaise 
& New York 
sur ''NORMANDIE"' 


RUTH HARRINGTON 


ProupDLy flying the blue ribbon of her westward 
record, the Normandie has come and conquered! To 
the fashion world, the great excitement of her visit was 
the promenade of French fashions—60 models from the 
great couturiers, with shoes from important French 
bottiers, worn by the 10 most beautiful girls in Paris. 
They paraded first at the galas aboard the boat against 
the gorgeous golden background of the Grand Salon; 
they appeared at a brilliant ball atop the Waldorf. 
Thousands of people saw this brilliant showing on the 
trip and during the Normandie’s stay in port. 

Every costume was a masterpiece of the French 


The Queen of the Seas brings 
with her a brilliant presen- 
tation of French models and shoes 


genius; all the models were of the formal type which 
best interprets that genius—rich in fabric, intricate in 
cul, exotic in design . . . clothes to make a woman a 
creature of glamour. However simple, free and easy 
daytime clothes may be, there is another side to the 
fashion picture—the formal mode for afternoon and 
evening. And the Normandie fashion show dramatized, 


One of the six flats worn with 
formal evening qowns—show- 
ing that Paris still proposes 
low heels for evening wear. 
but with the tipless toe and 
the square heel to make it 
look new and different. 


Worn with a dinner or 
Cinema’ costume, this ante- 
lope pump shows a graceful 
treatment of the high throat 
line. The D'Orsay cut was 
also very prominently featured 
for afternoon and dinner wear. 
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to every woman whv saw it, the return of elegance, 
the revival of the grand manner in formal clothes. 

The footwear was as beautifully styled as the cos- 
tumes and presented several important themes for 
afternoon and evening shoes. 

First, the significance of the D’Orsay line, in pumps 
for formal daytime wear. This line, cut down at the 
sides, has a grace of silhouette that seemed thoroughly 
in keeping with these formal costumes. It fitted in 
with their sweeping flow of drapery. Its prominence 
in this showing confirms a trend already evident in 
many high-style American lines for Fall. A D’Orsay 
strap pump worn with several dinner costumes. was of 
black satin with three separate satin bands forming a 


Many of the evening gowns 
were lamé-trimmed or en- 
tirely of lamé. And most 
of the evening slippers 
were gold and silver kid in 
combination. This slipper is 
stitched in metal thread 
and again features the open 
tip for the toe. 


The hooded costume was 
the sensation of the show- 
ing in geranium red crepe 
with the lamé trimming— 
showing clearly its Hindu 
origin. A toe-less sandal 
was worn with it. 
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wide bracelet effect over the instep. Another pump 
model, shown both in white and black, had an inter- 
laced cut-out over the toe, the exaggerated D’Orsay cut 
making it look like a glorified boudoir slipper! Watch 
this D’Orsay cut... it has a verv new look in formal 
shoes. 

The second featured fashion was the evening shoe 
with a square, 108 heel. And it was a joy to watch 
these French mannequins walk in these low-heeled 
shoes, for they did it beautifully! 

A great deal of argument goes on right now about 
whether or not the low-heeled evening shoe has any 

[TURN TO PAGE 46, PLEASE] 


Normandie Fashion Show 


Costumes by Schiaparelli, Jeanne Lanvin, Callot 
Soeurs, Lucile Paray, Jenny, Lucien Lelong, 
Maggy Rouff, Worth and Madeleine Vionnet. 
Furs by Max and Weil. Shoes by Enzel, Padova, 
Greco, Paul Bernard and Netch et Frater. 
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Inner-store Displays Reinforce 
Impressions Made by Advertising 
and Window Displays, and Lead 
the Prospective Customer Step by 


Step Nearer the Point of Purchase Women's shoe department, J.W. Robinson Co., Los Angeles, 


How Good Store 


i N order to sell merchandise, it must be shown. More 
than that, it must be shown in such a manner as to 
create a desire in the minds of prospective buyers. 

In an organization such as the J. W. Robinson Co., 
there are many media constantly at work to bring 
customers into the store. Customers—or guests as we 
like to think of them—are brought to the store in the 
majority of cases by extensive newspaper advertising 
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Displey ‘s an essential element of the Summer Sandal Shop at 
McCreery's, New York. 
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showing effective use of interior displays. 


Displays Help Sell SHOES 


and into the departments by attractive window dis- 
plays. These customers have a desire to see our mer- 
chandise when they first enter the doors.. It is our 
business to encourage and increase this desire, for in 
the last analysis it is the sale that counts. 

The first step in building this desire is found in 
departmental footwear displays used in all fashion de- 
partments. 

On the first floor is a fine hosiery department, with 
cases which are amply complemented by fine footwear. 
The question of why innerstore displays are so impor- 


By H. A. DICKERMAN 
Display Man, J. W. Robinson Co. 
Women's Shoe Department 
Los Angeles, Calif. 

































































tant is really answered in a two-fold way:  First— 
they present footwear to the guests of the store in a 
pleasingly forceful manner, and, second, they comple- 
ment and in turn are complimented by the, apparel 

with which they are shown. 
For example, an attractive display of blue hosiery 
(a very popular hosiery item this season) is beautifully 
[TURN TO PAGE 42, PLEASE] 


How women's shoes are displayed within the department at 
Bamberger's, Newark. 



















the “Law of the Jungle.” 


All is not lost by NRA Verdict-It is not a return to 
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Ruthless Competition 


THE NRA may be out but the Federal Trade Commis- 
sion conceals under its smooth glove a mailed fist. 

Actually it is a quasi-judicial and administrative 
body whose chief functions are to prevent unfair trade 
practices in interstate commerce and to dig into alleged 
violations of the anti-trust laws. It also deals with un- 
lawful price discriminations in addition to trade viola- 
tions, and promulgates rules and regulations for the 
conduct of business. 

Complaints of unfair trade practices are usually filed 
with the Commission by competitors who feel them- 
sélves aggrieved over some form of unlawful trade 
practice. The Commission, on the other hand, frequently 
rejects cases for the reason that they are found to be 
private controversies, lacking public interest. Or the 
practices complained of are discontinued. Or the firms 
complained of have gone out of business. Some cases 
are settled by stipulation, others by the issuance of a 
“cease and desist order.” 

The stipulation procedure is usually employed in 
cases where the methods of competition complained of 
are not so fraudulent or vicious that protection of the 
public interest demands the procedure of a formal com- 
plaint and issuance of a cease and desist order. This 
provides an opportunity for the defendant to enter into 
a stipulation of the facts and voluntarily agree to cease 





and desist from the alleged unfair methods complained 
of. 

The Commission also makes inquiries and investiga- 
tions as, for instance, “the price bases inquiry, which is 
expected to show the various methods of differentiating 
prices with respect to location, including shipping- 
point, delivery-point, single and multiple basing point 
and zoning methods, and to ascertain their effect, if any, 
upon prices and competitive conditions. Or it may even 
investigate the salaries paid officers of certain types of 
corporations. It also covers mergers and consolida- 
tions. Thus it can be seen that the powers of the Com- 
mission are very broad in scope—legal, investigational 
and administrative. 

A case may originate in any of several ways. The 
most common origin is through complaint filed by a 
competitor, or from public sources, and the Commission 
may initiate an investigation of its own accord. 

No formality is required for anyone to make appli- 
cation for filing a complaint. A letter, setting forth the 
facts in detail is sufficient, but it must be accompanied 
by all the evidence in the possession of the complain- 
ing party to support the charges made. 

The Commission then considers the essential juris- 
dictional elements to see if it has power to act. In gen- 
eral, the complaint must involve interstate commerce 
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There remains the power of the Federal Trade Commis- 


















sion to order “Cease and Desist” against unfair practices. 





There Are “Teeth” in This Law 


SECTION 2 of the Clayton Act Reads: 


That it shall be unlawful for any person engaged in commerce, in 
the course of such commerce, either directly or indirectly to discriminate 
in price between different purchasers of commodities, which com- 
modities are sold for use, consumption, or resale within the United 
States or any Territory thereof or the District of Columbia or any insular 
possession or other place under the jurisdiction of the United States, 
where the effect of such discrimination may be to substantially lessen 
competition or tend to create a monopoly in any line of 
commerce: 

Provided, That nothing herein contained shall prevent dis- 
crimination in price between purchasers of commodities on 
account of differences in the grade, quality, or quantity of the 


commodity sold, or that makes only due allowance for 
difference in the cost of selling or transportation, or 
discrimination in price in the same or different com- 
munities made in good faith to meet competition: 

And provided further, That nothing herein contained 
shall prevent persons engaged in selling goods, wares, 
or merchandise in commerce from selecting their own 
stomers in bona fide transactions and not in restraint 


of trade. Administered by 
Federal Trade Commission. 


Can Be Checked 


and the facts must be such that prosecution is in the 
public interest. 

If the complaint is within the power of the Commis- 
sion, it is then docketed and investigated. It is not the 
policy of the Commission to disclose the identity of the 
complainant. The defendant is informed of the charges 
made and requested to submit evidence in rebuttal. 

The Commission after investigation and consideration 
of the evidence may dismiss the complaint for lack of 
evidence to support the charges, or on the ground that 
the practice complained of does not violate any law 
over which the Commission has jurisdiction. Or the de- 
fendant may sign a stipulation agreement to cease and 
desist, or a formal complaint may be filed and the case 
brought to a head in court. 

When a complaint is filed and answer made by the 
defendant, the subsequent proceedings are a public 
record. 

No penalty is attached to an order to “cease and de- 
sist” but the defendant must within sixty days report in 
writing the manner in which he is complying with the 
Commission’s order. If he fails or neglects to obey an 
order, the Commission goes direct to the U. S. Circuit 
Court of Appeals for its enforcement. 

The Commission believes that its stipulation proce- 
dure is protecting the American consumer from numer- 





ous unfair methods of competition which, in the aggre- 
gate, are an important consideration. It is apparent 
also that large sums of money that otherwise would be 
spent in litigation are being saved the public. 


Most defendants decide in the interests of economy 
and expedition to abandon a practice of which com- 
plaint has been made, rather than go through with 
trial, and sign an agreement to “cease and desist” for- 
ever from the alleged unfair practice. This is done with 
the understanding that should he ever resume such prac- 
tice, the facts as stipulated may be used in evidence 
against him at the trial. 

The majority of complaints involve some unfair 
method of competition, including such elements as price 
fixing, false advertising, alleged price discrimination, 
acquisition of capital stock of competing corporations, 
combination to control or depress prices, misrepresenta- 
tion in the sale of hosiery, conspiracy to lessen or de- 
stroy competition, combination for purposes of monop- 


oly, resale price maintenance, misbranding and 


adulteration, commercial bribery, mislabeling, etc. 
The most common are the use of false or misleading 
advertising, calculated to mislead and deceive the pur- 
chasing public to their damage and to the injury of 
[TURN TO PAGE 44, PLEASE] 














himaelt @ virtuoso. in the 
field of creative shor 
teshion. 





Bags and Hosiery 


to match ond blend with all our shoes 


a 


Eaclasive Agem for 1. Miller Shoes in Cincinnati 

















=e 













West 


From hand to foot... . Q 
successes mel; the very creom of the season's style 
best of all. . they ore feature priced 4 








of this fact. 









1935 





BOOT AND SHOE RECORDER, June 15, 


1S 


BIG PUSH 


THe Summer shoe selling campaign is in full swing. 
It is a spontaneous, nation-wide movement to increase 
sales at retail, based on the recognition that Summer 
and the outdoor season create a real consumer de- 
mand for a wide variety of styles and types of shoes 
appropriate for Summer costumes, and for all the 
recreations, sports and outdoor activities of the hot 
weather months. Tangible evidence of the fact that 
retail shoe stores are prepared this year to make the 
most of the season’s opportunities for sales and 
profits is to be found in the increased volume of shoe 
advertising in newspapers the country over. Summer 
shoe business is a “natural,” certain to reach volume 
proportions regardless of the amount of effort put 
forth to develop it. But every enterprising merchant 
knows that the way to real Summer profits lies 
through aggressive, well-planned promotion. 

Shoe ad men everywhere are putting forth their 
best efforts this month to make Summer shoe ads in- 
teresting and appealing, to impart to the printed 
page, through attractive illustrations, convincing 
copy and bold, striking layouts, all of the allure of 
Summer itself. Thus the ad man strives to show the 
intimate and important relation between Summer 
shoes and a full participation in the thrilling outdoor 
activities of the Summer season. We cannot recall a 
Summer when shoe advertising has been more inter- 
esting, more varied or attractive, a fact which augurs 
well for the success of business between now and 
Aug. 15, when many shoe stores will begin to adver- 
tise and promote Fall shoes. 

Reproduced in the accompanying illustrations are 
a few outstanding newspaper ads selected from pa- 
pers in important retail centers from coast to coast. 
They are typical of the high level of quality that 
characterizes most retail shoe advertising this season. 
Surveying these and a multitude of other retail ads 
clipped from the papers of many cities, two or three 
striking observations stand out. One is the apparent 
increase in the volume and quality of men’s shoe 
advertising, a fact that is distinctly encouraging in 
view of the fact that women’s footwear seems to have 
so largely dominated retail shoe advertising in recent 
seasons. Only by intelligent and persistent promo- 
tion can retailers expect to bring the men’s branch 
of the business back to a place more closely approxi- 
mating a fair proportion of what it should be in the 
general picture, and it is gratifying to note that more 
and more retailers apparently are taking cognizance 
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Is On for Summer Volume 


You wouldn' 
BION Im hike 





Another encouraging observation to be made from 
early June advertising is that despite the backward sea- 
son and the long spell of unfavorable weather in many 
localities, relatively few clearance sales are being ad- 
vertised, and there appeared to be no inclination on the 
part of merchants to resort to drastic and demoralizing 
price slashing in an effort to move merchandise. Instead, 
the great majority of retailers, judging from their ads, 
were thoroughly impressed with the belief that their 
best chance of success in the Summer season lies 
through straight selling, with persistent playing up of 
style appeal and the use of the goods. A hasty reading 
of pointed paragraphs from some of the ads serves to 
indicate how effectively copywriters are putting this 
policy across. For example: 

“White and Sports!” These two groups of men’s 
shoes are played up prominently in a striking ad by 
Wetherhold & Metzger, Allentown, Pa. The copywriter 
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BEND-EE: 
THIS sume 





Ads of Unusual Eye-Appeal Pro- 
claim the Important Part That 
Footwear Plays in Outdoor Sports 
and All the Alluring Activities of 


the Summer Season—What Clever 


Copywriters Say of Summer Shoes 


calls it “the largest men’s White and Sports Shoe con- 
vention ever gathered in one store in Pennsylvania. 
Styles that win. Shoe construction and leathers that 
wear!” 

[TURN TO PAGE 46, PLEASE] 
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Discount Concessions 


“B UYING DISCOUNTS” are again part of the game 
of buying merchandise. There is this to be said for the 
NRA—it did solve the problem of discounts by making 
terms uniform. Merchants — large and small — could 
give their attention to the purchase of merchandise, use 
all their trading skill in that field and forget the dis- 
count racket for a time. But now comes the sinister 
menace of chiseling extra discounts after all the rest of 
the transaction has been completed. Large buying 
groups and large operators rush crudely into the field 
of industry with demands for concessions. One group, 
last week, it is reported, wanted a universal 10 per cent 
but fortunately it trespassed but slightly on shoes; and 
what’s more to the point, general letters sent out de- 
manding extra discounts have been pretty much 
ignored. 

A real testing of Fair Deal methods is taking place in 
the shoe industry and, in the few weeks since the 
Supreme Court decision, the industry at large has stood 
firm for current prices and the spirit of NRA discount 
terms. 

Two factors have aided in holding terms and prevent- 
ing concessions: First, the majority of manufacturers 
have had to pay more for leather and materials to be 
used in the first run of shoes now in the cutting for 
July and August delivery. In most cases they didn’t 
ask the retail trade for the necessary advances. It is 
generally expected that orders taken after July 1 will 
be at a higher price because of hide, skin and leather 
conditions the world over. Shoe factories, by and large, 
were giving more for the value and were therefore 
financially in no position to give discount concessions. 

The second reason was that any extra discount or 
concession must of necessity be taken out of something 
other than materials and no manufacturer is ready to 
take it out of labor in longer hours and lower wages. 

So, for the moment, the subject of discounts and con- 
cessions in shoes remains but a topic for conversation. 
But the battle of words will soon come to an end, when 
factories need orders for operation. Factory cost sheets 
at that time will certainly indicate that in the majority 





By 


ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


of cases no extra discount can be taken except out 
of wages and hours or reserves. As to the latter, there 
are no surplus moneys that can be used to “buy” busi- 
ness for factories by the extra discount method. 

Serious economic as well as social problems grow 
out of unfair price concessions. The resulting compe- 
titive advantage should be curbed by some method. 
What then can be done? First—if a retail operator 
uses “loss leaders” as his bait, teach the public to buy 
only that “loss leader” from that store. In the recent 
cigarette war, the public was wise to the game. It 
bought only the cartons of cigarettes and many a 
merchant sent in employees, friends and family to buy 
the stock at below-cost figure. This, in a way, cured 
the price-cutters of “loss-leader” habits. Giving the 
offender a dose of his own medicine is something new 
and original and effective. 

But there is very little “loss leadering” in shoes for 
there are few common trade-marked articles solid in 
stores that can be so manipulated. The second avenue 
of correction is down the path leading to the Federal 
Trade Commission. In this week’s issue we tell the 
story of what the Federal Trade Commission can do 
in the correction of general unfair practices. The Com- 
mission itself recommends that Section II of the Clayton 
Act be amended to read as follows: 


“Tt shall be unlawful for any person engaged in 
commerce, in any transaction in or affecting such 
commerce, either directly or indirectly to discri- 
minate unfairly or unjustly in price between differ- 
ent purchasers of commodities, which commodities 
are sold for use, consumption, or resale within the 
United States or any territory thereof or the District 
of Columbia or any insular possession or other place 
under the jurisdiction of the United States.” 

[TURN TO PAGE 49, PLEASE] 
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“T.CONOMY” is the BIG factor in 
deciding shoe sales today. 


People need to buy longer-last- 
ing shoes. They’re after looks and 
style, of course — but it’s extra 
wear that really makes most sales. 


And when it comes to extra 
wear in a shoe, everybody knows 
that the sole “tells the story”— 








So here’s your cue—let custom- 
ers know that your shoes have 
soles that can’t be beat—that 
they have Goodyear Wingfoot 
Soles. Feature the fact that no 
other sole has ever been built 
that will outlast a Wingfoot! 


Just see how this extra-wearing 
sole “pays out” in satisfying cus- 
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California Shoe Men Stress 





Los ANGELES, Cal. June 12— 
California shoe retailers, augmented 
by shoe buyers from Texas, Idaho, 
Utah and Nevada, held one of their 
most successful conventions at the 
Hotel Biltmore here June 10, 11 and 
12. The entire convention was built 
around the theme “better shoes, better 
sold.” Coming as it did when West 
Coast shoe retailing conditions are 
showing such marked improvement, 
the slogan proved a genuine inspira- 
tion to all. Every one of the 117 lines 
spread at the Biltmore report having 
enjoyed a surprisingly good business. 

The convention committee was 
under the leadership of Henry V. 
Wetherby, who was ably assisted by 
local shoe retailers and manufactur- 
ers. 

An informal style conference on 
Sunday evening, led by President Mel- 
ville Kaufmann, helped to clarify the 
Fall fashion picture. All agreed as to 
the place of the basic leathers, kid 
calf and patent. 

On the question as to the relative 
importance of suedes and fabrics, a 
commonsense solution was offered by 
Harry C. Locey, of Ventura, to con- 
sider both as a 100 per cent proposi- 


This Cinderella Slipper, made of 

solid gold, diamond studded and 

valued at $3,000, was an object 

of interest at California conven- 

tion. It was made by A. L. 

Leatart, a Long Beach worker in 
precious metals. 


Quality 


“Better Shoes, Better Sold” is slogan 

as Retailers Meet in Convention at 

Los Angeles—Melville Kaufmann is 
Re-elected President 


tion then to work out the details of 
each individual store’s requirements. 
In the high price line, Melville Kauf- 
mann believes suedes will lead the fab- 
rics by a wide margin. As one goes 
down grades, the proportion of fab- 
rics will increase but in no grade, ac- 
cording to consensus of opinion here, 
will fabrics outsell suedes. 

Big city buyers felt that green and 
dubonnet have high style possibilities, 
while small town dealers supported 
the view of Mrs. Alice Peterson of 
Santa Ana who stated that they will 
try to get the same color effects 
through stitchings rather than take 
chances on buying solid colors. 

At the formal opening of the con- 
vention on Monday a tribute was paid 
to the memory of the late James I. 
McGiffin, first vice-president of the 
association. 

An able presentation of the present 
day business situation was given to 
the convention by President Melville 
Kaufmann. In his annual address 
changing conditions were graphically 
cited, what shoe retailers must do to 
meet the situation in order to survive 
were set forth. This message will be 
printed in a subsequent issue of Boot 
AND SHOE RECORDER. 

Paul Jesberg who originated the 
theme, sounded the convention’s key- 
note of “better shoes, better sold.” He 
stressed the application that better 
shoes affect all retail prices as the 
tendency is to grade up. “When the 
shoe business begins to look up and 
grade up, a real feeling of inspiration 
is engendered. If we are going to sell 
better shoes we cannot compromise on 
what we know is right,” he said. Dis- 
cussion of this theme and “store ser- 
vice to the public” under the leader- 


ship of Russell Williams and William 
Secombe, and “merchandising promo- 
tions” with William Shiverts of Oak- 
land in the chair brought forth inter- 
esting arguments. 

The highlight of Monday’s session 
was the address by Murray Mayer, 
designer of women’s clothes at Colum- 
bia Pictures Corp. Mr. Mayer said in 
part, “I believe not enough attention 
is being paid to shoes by you men. 
You are more interested in making a 
sale than in selling the shoe. We in 
Hollywood are months ahead of Paris 
and New York in our styling, as our 
pictures are planned long in advance 
of the time when fashions are worked 
out in these cities. We therefore must 
be well ahead of the vogue of today. 
Hollywood is becoming shoe con- 
scious. Through the medium of mo- 
tion pictures the public is looking 
more to Hollywood as the style center 
of the world. Shoes play an impor- 
tant part in correct costuming.” 

Henrietta Morris, shoe fashion co- 
ordinator, during the course of her 
talk at the Tuesday luncheon stressed 
the fact that the eyes of the world are 
on Hollywood for correct women’s 
costumes. And from Hollywood come 
America’s smartest clothes. She traced 
the tremendous influence the movies 
have on the styles of the country, par- 
ticularly women’s shoes, by citing nu- 
merous incidents of studio created 
shoe fashions which have swept the 
shoe wearing world. “Because of this, 
I make the prediction,” she stated, 
“that within a very few years, there 
will be fully as many Eastern shoe 
buyers attending our California shoe 
conventions as there are Californians 
going East. 

[TURN TO PAGE 44, PLEASE] 
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TAYLOR-MADE SHOES 


have every appearance and 
embody many of the refine- 
ments of much higher priced 
footwear. In the fast moving 
price range of $5 and $6.50 
they assure you volume busi- 
ness and a full measure of 


profit. 


IN STOCK 
A choice of 125 Styles in- 
cluding Lightweights, Staples, 
Brogues and Novelties —in 
Kidskins, Calfskins, Suedes, 
Norwegians and Grains. Ex- 
tensive run of sizes and widths 
—some models in sizes 4 to 15. 
; The completeness of this ser- 
in genuine NORWEGIAN CALF vice surpasses all previously 


‘a scientific vegetable tanned leather, i 
the choice of the better boot maker. accepted In Stock standards. 


Equi ped with O-So-Ez-E innersoles and chamois 

lined tongues, insuring Comfort from the first day you S E T . U P 
wear them. pone over lasts that give foot freedom, Satisfying Men who used 

yeta snug-heel fit. Craftsmanship of custom quality. The to pay more. 

work of Brockton master craftsmen makes Taylor- = 
Made Shoes strong in Character and supreme in Style. 


Better Stores from Coast-to-Coast sell Taylor-Made Shoes 
E. E. TAYLOR CORP. BROCKTON, MASS. 


Tau, 
ADVERTISING 
The above quarter page ad will appear ; Displays Sew Vou Wien 


in The Saturday Evening Post 
September 14. Mats for Your Local News- 
paper. 


Backed up by Direct Mail and 
National Advertising. 





so as to increase your business. 
Definite co-operative merchan- 
dising plans of proven merit 
—not just dealer helps, but 
planned selling. 





Ask to have our salesman call, and in 
the meantime write for our complete 
Fall and Winter Catalog. 


E. E. TAYLOR CORP. — BROCKTON, MASS. 
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You'll find all the grace, charm, and gay spirit of the Tango in \ 


this trimly modeled pump—and an amazing new comfort which 
enables the wearer to enjoy a new foot freedom. That arch enemy 
of all pump wearers — biting and chafing at the throat — has 
been completely eliminated by the new patented “flexible instep” 


feature. The use of soft mellow kidskin, of the famous Evans tan- 


nage, further enhances the remarkable comfort in these stylish 


pumps .. . adds, too, a finish of richness and beauty greatly ad- 

mired by women. John R. Evans & Company, Camden, New Jersey. 
BRAUER BROS - Standardize on EVANS 
ruby (black) kid - 101 brown - 121 blue 


Evans Kid is used exclusively by Brauer Bros in all 
their Black — Brown — and Blue Kid models. Size 
range from 1% to 10 —Widths from AAAAA to C. 


The Tango Pump (which is 
covered by letters patent) is 
carried in stock in black, blue, 
brown and white kid, and 
patent leather. Sizes AAAA to 
B, 2 to 9, 198 last, 19/8 heel. 
By Brauer Bros., St. Louis, Mo. 
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A MODERN shoe salon, far removed from the rank 
and file of the ordinary present day shoe store, has 
been recently opened in Indianapolis by Mrs. Norma 
Skinner, known as Skinner’s, Inc. It is in all prob- 
ability one of the few shops of its kind in the Middle 
West. 

Here the old order hath changed. In this modern 
establishment there are no sliding ladders, no uncom- 
fortable seats, but in their stead, one finds comfortable 
divans, easy chairs and classic furniture. Walls done 
in delicate pastel shades of old ivory and green add to 
the attractiveness of the salon, with fitting stools 
upholstered in harmonizing colors of leather and fine 
fabrics. The stock is concealed in cabinets, and a 
stock room to the rear and well out of sight of the 
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Mrs. Norma Skinner . . . . . 
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Womans Ideas 


New Store 


Interior, Skinner's, Inc. 











Mrs. Norma Skinner Sells Men's Shoes 


as Well as Women's in Her Indianapolis 
Shop, and Has the Courage to Try New 
Methods of Merchandising in Both De- 
partments of Her Up-to-Date Store 


patrons. Floor mirrors and lamps add to the modern 
furnishings, with artificial flowers and plants to relieve 
the monotony. 

Instead of the old style method of display, footwear 
is neatly arranged on small low benches, tables and 
whatnots artistically placed in the corners. Occasional 
pedestals fashioned in rare woods are used for dis- 
playing the unusual styles of footwear. Floor lamps 
placed at random and crystal drop chandeliers fur- 
nish sufficient light. 

Two large fitting. rooms for women are furnished 
with lounge furniture of classic design. One of the 
rooms has dark chairs upholstered in white leather, 
an antique white and gold divan with cloth of gold 
[TURN TO PAGE 42, PLEASE] 
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Months of careful 
planning — tedious re- 
hearsing—cutting—filling— 
and the fitting together of countless 
details by an experienced Director 
comprise the production of a mod- 
ern motion picture. It’s PLANNED 
ACTION! The Brown Plan offers 
you similar Planned Action to help 
you build more Profitable sales. 


Scene from R.K.O. Radio Picture “She” 
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helped me 


get a leading role in 
the picture “Selling 
Shoes, m writes E. L. Conner of Waco, Texas, who 


has a second store at Tyler, Texas, oper- 
ated by his father, W. A. Conner. 
You have to do a lot of thinking and planning behind 
the scenes if you hope to star in the competitive picture 
that exists in the shoe business today. But if you spend 
too much time thinking, there isn’t enough time left 
for acting. 
The Brown Plan helps solve this difficulty by giving 
you the benefit of a lot of constructive thinking that 
has been done by Brown retailing specialists. A wealth 


Mr. E. L. Conner, of Waco, Texas 


of valuable experience in shoe merchandising will be 
yours—to save you time and money. 


The Conners’ Experience 


The Conners say the Brown Plan has been a big help 
to them in operating their highly successful Brownbilt : 
Stores. Mr. Erle Conner writes: The Waco Store front demonstrates “Planned 


“The Brown Plan Department has done our ‘Heavy — 
Thinking’ for us, and made it possible to meet the 

many changes that have occurred, which, without the 

Department’s advice and warnings, would have 

caught us napping. 


514 Years of Benefit 


“Perhaps the greatest benefit of the Brown Plan to 

us during the past 5, years has been the fact that \ yw 1 
the management duties have been so simplified that oe 

we have been able to concentrate our efforts on 


selling shoes.” “ 
30 to 40% Less Stock N 
The Brown Concentration Plan permits operation at 
maximum efficiency with 30% to 40% less stock. It 


provides one complete line instead of several incom- .W. A. Conner, of Tyler, Texas 
plete ones. It gives you the free service of a corps of 

capable shoe retailing specialists. Because of these 

benefits, and others, the Brown Plan operators, as a 

group, are the most successful independent shoe retail- 

ers in America. 

Let the Brown representative explain how the Brown 

Plan can help you to build a more profitable shoe 

business. 


Dwswrw Daoe Gowan st. Lours 


F-sacrng eaoing ol “y Concentration Line—including he 
uster Brown Shoes for boys and girls. The Revolu- Pr saan? i 
tionary New Line of Air-Step Shoes for Women. asia wer he eer ste selina 
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H avinc a sale that is a general 
hurrah sale is an expensive propo- 
sition, finds C. M. Richardson, 
whose shoe store is in Corpus 
Christi, Texas. It was over four 
years ago that Mr. Richardson took 
over his present store. During that 
time he has not held a general sale 
and has shown a mighty handsome 
increase in this five man store, year 
after year, in both net bankable 
profits and gross amount of busi- 
ness done. 

He figures that the last two pairs 
in a 24 pair lot of shoes is where 
his net profit is located. If he puts 
on a sale, the cost of advertising 
and the mark downs below cost, all 
mean he is operating at a loss. It 
is much better to take those few 
shoes and put them in with kindred 
lines, then buy against them. In 
that way the stock is kept clean and 
the shoes move without any special 
inducement. Sometimes a $6 shoe 
will be placed in with a $5 group 
or even lower if the case warrants. 

During the usual sale times, the 
store’s stock is in such condition 
that it is possible to show new mer- 
chandise. During quiet periods, it 
has been found to be better busi- 
ness to sit steady in the boat and 
not try to wreck the trade through 
cutting prices. In the past four 
years, some 500 pairs of shoes have 
been sold to the odd lot dealers, 
as this is one store which is not 
afraid to use the knife in taking 
inventory markdowns. 
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THAT old slogan of “Wear a good 
pair of shoes yourself,” is put to 
practical everyday use in the shoe 
store owned by G. L. Pelley, in San 
Benito, Texas. He considers that a 
good smart pair of shoes on the feet 
of a shoe store proprietor is just 
as much good advertising as a page 
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By HARRY R. TERHUNE 


Field Editor, BOOT AND SHOE RECORDER 


advertisement in the newspaper. In 
fact he thinks it would not be amiss 
if a shoe man did charge his per- 
sonal shoes to advertising, although 
he does not do this himself. 


OPI 
A “WHEEL OF PROGRESS” 


adorns the wall of the advertising 
department in the Gude shoe store 
in Los Angeles. This is in reality 
a clock-like permanent record of 
the store’s promotional activity. 


WHEEL OF PROGRESS 











MONTHLY WORK SHEET 


JUNE 1935 





Each one of the twelve divisions 
represents a month for the current 
year. Fixed dates for certain adver- 
tising campaigns are written in, just 
as soon as the exact time is set. 
Some of the obvious fixed dates are 
Easter, July 4, Labor Day, etc. The 
writing in of these days on a cal- 
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endar of events which is always in 
plain sight is a part of the advance 
planning which characterizes the 
operations of this institution. 

A comparison of previous wheels 
of progress which are always kept 
from year to year affords the adver- 
tising department an opportunity to 
make interesting comparisons. They 
are also a great help in planning 
future action, as well as charting 
the response of each separate ad- 
vertising job. 

In addition to the wheel of prog- 
ress, a monthly work sheet is kept 
for each major department: Men’s 
floor; main floor; Rose Shop and 
the Arch Preserver floor. These 
work sheets constitute a huge cal- 
endar, with the dates blocked off. 
In each compartment is written the 
advertising job planned for each 
day in each department. A master 
monthly sheet serves as a guide. 


OPI 


WHILE the initials of J. A. Hay- 
man of the Hub Clothing Store, 
Waco, Texas, are J. A., he says his 
real middle name is “System.” He 
has a most comprehensive way of 
keeping track of all shoes bought 
and sold on individual and com- 
posite size sheets. In his stock he 
has men’s shoes retailing at $3, 
$5, $7, $8.50 and $9. 

He finds the best way to keep his 
inventory down and speed up sell- 
ing is to size in all his $3 black 
shoes, then all his $5 black shoes. 
Then he starts his brown shoes in 
the same way and follows this with 
the white and ventilated shoes. He 
finds that sizing all shoes of a 
color and a price in together works 
out very fine. Little blue stars stuck 
on the corner of the box indicate 
the 10c. P. M., while gold stars 
mean a 25c. P. M. 

[TURN TO PAGE 38, PLEASE] 
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Renewed interest is being shown in shoes made by the 
Reverse Welt construction and it is generally predicted that 
they will be a prominent feature for the Fall season. This 
type of shoe involves considerable hand work and is usually 
restricted to the ultra high-grade lines. We offer a type of 
welting which provides this style effect without the necessity 
for any hand work or detail that will interrupt regular 
volume production.... 


PRE-STITCHED STORMWELT 


This is the standard BARBOUR STORMWELT with a row of 
stitching in the face of the rib. The stitching is three and one 
half to the inch, seven cord thread and is intentionally a bit 
crude and well waxed so that the finished shoe has a distinc- 
tive hand-sewed custom effect. 


Pasa — 


STORMWELT SECTION SHOWING LOCATION OF PRE-STITCHING 


AN ACHIEVEMENT OF THE BARBOUR WELTING CO., BROCKTON, MASS. 





When writing advertisers please mention Boot and Shoe Recorder 
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“WW iTH our precision methods, 
we fit you to exactly the right type 
of shoe for your type of foot,” is 
the wording of a sign which H. T. 
Schroder displays in the Cantilever 
Shoe Store he manages in Houston. 
Just to show how good treatment 
makes business grow, Schroder sold 
25 pairs of one type of shoe last 
February to new customers. These 
sales have resulted in the store get- 
ting 125 new customers within a 
few months’ time. One sale alone 
was the cause of 17 pairs of shoes 
being sold to friends and relatives 
of this satisfied customer. 


oF! 


HERMAN J. LEVENSON, who 
operates the Red Goose Shoe Store 
in Oklahoma City, tells that he has 
not run a general sale in his store 
in the past three years. He finds 
that sales have no pulling power 
when it comes to selling children’s 
shoes. Price is incidental in a 
juvenile store, as the persons look- 
ing for very cheap merchandise do 
not come into a store of this char- 
acter. Levenson says that he would 
rather sell children’s and growing 
girls’ shoes because there are less 
markdowns and also a store of this 
nature can be profitably merchan- 
dised an entire season very suc- 
cessfully. Souvenir advertising is 
his one best sales builder. 


OP! 


For the past 13 years that Charles 
Staudt has operated the men’s shoe 
department in the Fomby Clothing 
Co. store, he has kept a card rec- 
ord of all his customers’ purchases. 
It makes no difference whether a 
man buys a $5 shoe or a $10 pair, 
the name goes on the record. Now 
of these 15,000 individual cards, 
fully 90 per cent represent repeat 
business. 

“Newspaper advertising is ex- 
pensive for a little fellow like me,” 
said Mr. Staudt, “so I still carry 
out the old, old stunt of sending a 
pair of laces to a man 90 days after 
he buys a pair of shoes. In these 
boxes of customer cards there are 
several hundred who have not been 
here for two or three years. Some 
are dead or have moved away, but 
nearly every day recently some of 
the old customers will come in, or 
write in for shoes. Only yesterday, 
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a man whom I had not heard from 
in years wrote us from China for 
shoes. 


Ori 
A COMPLETE shoe record to aid 


in corrective fitting and at the same 
time provide a case history is being 
used by Hack Shoe Company, De- 
troit. The record begins with the 
imprint of the foot upon the reverse, 
and a long narrow form is accord- 
ingly used. Usual information is 
given for the customer, with special 
technical information for shoe fit- 
ting, including age, height, weight, 
size worn, type of heel, etc. 
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Copyrighted 1954 by N. HACK 


This Diagnostic Chart and Size Record 

has proved very helpful fo Nathan Hack 

of Detroit in preserving accurate records 
of his customers’ foot conditions. 


1935 


Lower down is a list of 20 
common foot ailments, which can 
be readily checked off by the fitter 
for reference in future diagnosis 
and followup or reorders. A space 
is provided for other abnormal de- 
fects, and a list of corrections rec- 
ommended is appended. 


OPI 
A DAILY quota is one of the 


means which M. M. Johnson, shoe 
buyer for Baker-Hemphill Co., at 
San Angelo, Tex., has found to be 
effective in keeping the boys on the 
floor interested in making more 
customers come into the depart- 
ment. The salesmen are given a 
weekly quota of the number of 
pairs which they are supposed to 
equal; then it is up to them to 
bring in the trade. The middle of 
the week, the usual dull days, are 
turned into active ones through the 
efforts of the men. There is no 
whipping done, nor are the boys 
forced to do a certain stint. With 
the good feeling existing, the quota 
resolves itself into something in 
the nature of a friendly contest. 


OP! 
ANOTHER shoe man who is high- 


ly successful in selling hosiery is 
William M. Bailiff, in McAllen, 
Texas. As he does an A No. 1 
children’s shoe selling job, he also 
has developed a fine trade in chil- 
dren’s socks. Twenty-four small 
compartments under the glass of 
the front home-made hosiery case, 
each large enough to show one pair 
of socks, does the trick of bringing 
children’s stockings to the atten- 
tion of all who enter the store. 
Hosiery departments in shoe stores 
which take care of a major part of 
the operating expenses are quite: 
the regular thing, “down the 
Valley.” 


Or: 


“BETTER Feet in Better Shoes,” 
is the slogan of the Foot Health 
Shoppe in San Antonio. The pro- 
prietors, H. Goebel and C. W. 
Nobiling, give quite a few lectures 
to local physical educational teach- 
ers and to high school students on 
foot health and finds that this 
slogan of theirs when used in the 
course of a talk tends to identify 
the store. 
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—"AND ADD TO THAT LETTER— 
We want Kistler Bench Brand Leather Soles 
on these shoes.” 


To specify preference for any part of a shoe is a privilege 


that shoe dealers alone enjoy. Other trades offer no such 
advantage. Radios, motor cars, office equipment—in fact 
a thousand and one products—must be bought and sold 
as offered. It is a great opportunity that shoe dealers 
have to individualize their merchandise. 


KISTLER “BENCH BRAND” 
SOLE LEATHER 


A BALANCED TANNAGE 


adds greatly to the appearance, the salability, the 
serviceability and all around satisfaction of shoes. It is 
a leather you can depend on for a strong selling feature. 
While far from ordinary sole leather—it comes from the 
best part of the hide—“BENCH BRAND” leather places 
no price penalty on a wide consumer demand for shoes 
bottomed with it. 
N.B. . . . It’s an advantage in buying to have the names of 


shoe manufacturers making shoes that carry KISTLER 
“BENCH BRAND” LEATHER SOLES. Write us for them. 


sz R pee 2s 
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FOUNDED - 1840 


aT TT TT 319 + A STREET - BOSTON - MASS: | ||] 
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National Shoe 


FOUNDED 1912 





"An Association Serving the Best Interests of the Retail Shoe Trade and the Industry in its Entirety" 





Labor Relations Bill 


In regard to the Wagner Labor Rela- 
tions Bill, which proposed to set up a 
National Labor Relations Board, the 
Chamber of Commerce of the U. S. has 
said: “While supporting the right of 
the employees to freedom of self- 
organization and of collective bargain- 
ing, it is, however, the conclusion of 
our membership that federal regula- 
tion of employer-employee relations not 
only would go beyond the lawful 
powers of the federal government, but 
also would intensify industrial strife 
rather than remove the causes of labor 
disturbances.” 


oe @¢ @ 


“Steady Men, Steady” 


The situation created by the Supreme 
Court decisions, particularly that void- 
ing the National Industrial Recovery 
Act, calls for calm thinking on the 
part of business men everywhere. 


* * * 


Temporarily, the Court’s ruling has 
injected a measure of confusion and 
uncertainty in the business world, but 
signs already indicate that business 
executives are readjusting their affairs 
to meet new conditions and that busi- 
ness will carry on as usual. 


* * %* 


On every hand business leaders are 
counselling self-restraint, courage and 
continuance of cooperative spirit. They 
point to the fact that American busi- 
ness during the five years of serious 
economic dislocation, has shown great 
patience and resourcefulness. There 
can be no doubt as to its ability and 
courage to meet successfully the new 
responsibilities arising out of the pres- 
ent situation. 

* * *# 


If every individual merchant and 
manufacturer will but do his part, in- 
dustry can hold the gains already won 
and continue to push on toward com- 
plete recovery. 








Mr. Shoe Retailer! 
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Unless you hold a membership card, a facsimile of which is produced herewith, 
you are neither a regular or an affiliate member of the National Shoe Retailers 
Association. 


If you are a member of one of our Regional Associations and do not have a 
National Association card, we suggest you write us at headquarters, at once. 





Figures on Sales to Consumer 


Unavailable 


P RODUCTION figures of boots, shoes and slippers minus rubber goods, for 
1935 shows a slight decrease under 1934, but a considerable increase over 
1933. 


These figures, of course, are always interesting, but it would be consider- 
ably more interesting if it were at all possible to find out what sales at retail 
were or the number of pairs on retail shelves, as compared with previous years. 

Compilation of this data would be entirely too costly however, and in 
consequence we can only adjust activities by our observations, which prompts 
us to reiterate— 


BUY TO YOUR NEEDS DON’T OVER ANTICIPATE! 





“The barometer of business in the retail shoe store indicates the economic health of the industry." 
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Service Center—274 Madison Avenue, New York—John J. Holden, Manager 





Merchandiser or Controller 


S HOE merchandising problems are 
the bane of the existence of the aver- 
age department store merchandise man. 
In many instances the title “Merchan- 
dise Manager” is a misnomer. “Con- 
troller” in most instances would be the 
proper title, as that is what some of 
the so-called merchandise managers 
really are. 

Proven practices of other depart- 
ments may be a funeral dirge for the 
shoe department. 

There is no standard yardstick that 
spells success. Shoes are character 
merchandise and dre as hard to judge 
as character in the human. Conse- 
quently a man of more than ordinary 
ability is required for shoe buying, 
selling and merchandising. 

Wherever you find a shoe business 
that has been successful through the 
years, you will find a strong personality 
who knows his shoes thoroughly and is 
entitled to that much abused designa- 
tion “Merchant.” 





Budgets 


In these days of unbalanced budgets, 
national, state, municipal, industrial, 
or other kinds, we are all very con- 
scious of the tax problem because we 
realize that budgets must be balanced. 
It is necessary for the Federal Govern- 
ment to balance its budget. It is neces- 
sary for the National Shoe Retailers 
Association to balance its budget. It 
is also necessary that the shoe retailers 
of this country support their National 
Association if they want trade associa- 
tion representation in all matters per- 
taining to their good and welfare. 





Join the N.S.R.A. for all the 
benefits of N.R.A. plus the Asso- 
ciation fellowship you get when 
traveling, buying and profiting in 
exchange of ideas. 





Five Ways to Sell 
Better Shoes: 


A PROMINENT Mid-Western mer- 
chant posted this bulletin as a stimulus 
to higher-priced selling. 

There are five steps in the successful 
selling of higher-priced merchandise, 
including several cautious moves, which 
are listed as follows: 


“1. First, show the customer merchan- 
dise at the price she asks for. Sell 
her on the value first, convincing 
her that it is the best value in town 
for the price. 


“2. Then show her the higher-priced 
article, demonstrating to her the 
differenée in quality and customer 
satisfaction in the two articles. 
CAUTION—a. The higher - priced 

article should be within the 
same price bracket as the lower, 
that is, there should not be a 
jump in the price. 

b. Do not destroy the confidence 
that you have built up in the 
lower-priced merchandise. Re- 
member always it is the best 
value in town for the money. 


“3. Fortify yourself against discourage- 
ment—all customers will not buy 
the higher-priced merchandise. 
But, if you sold only one of 10 of 
the higher-priced articles, you’ve 
increased your sales, made a gain 
and progressed. 


“4. In order to demonstrate and dis- 
cuss with ease and conviction the 
difference in quality between the 
two articles, you will need to know 
as much as possible about each 
article. It is neither necessary nor 
advisable to use all of the points 
of difference listed below in each 
demonstration, but it is important 
that you be familiar with them so 
that you may select the points that 
are most convincing to each par- 
ticular customer. 


“5. Points of difference in merchandise: 





a. MaterIAL from which it is made: 
1, selection; 2, texture; 3, color; 
4, beauty; 5, weight; 6, strength; 
7, appropriateness for use. 

b. ConstRUCTION: 
1, design; 2, workmanship; 3, 
quality, 4, finish. 

c. SERVICE: 
1, wearability; 2, satisfaction; 
3, fit—or ease of operation; 4, 
comfort; 5, suitability for use. 

d. FasHion: 
1, high; 2, classic.” 





“There should be a minimum of 
regulation by government, state or 
federal, to the end that private indus- 
try may be free to serve the public 
most efficiently and economically.” 





Self-Regulation of Industry 
"B USINESS has long maintained 


trade associations as a means of carry- 
ing on important functions in the inter- 
est of business and the public. The 
efficiency of management has _ been 
furthered, the extension of markets 
promoted, the stabilization of employ- 
ment fostered, the establishment of fair 
competition advanced, and the rights of 
industry upheld through the proper 
operation of truly representative trade 
associations. 

“The benefits which have accrued 
from such cooperative work have been 
due in part to the flexibility, the volun- 
tary character, and the freedom from 
special forms of governmental control 
of trade associations. Such conditions 
should be continued. 

“The establishment of agencies under 
governmental control to carry on activi- 
ties recognized as proper functions of 
trade associations, retard the self- 
organization and self-government of in- 
dustry and the furtherance of mutual 
cooperative action for the benefit of 
industry and the public.” 








The matters discussed on these pages are solely the expression of the National Shoe Retailers Association. 
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How Good Store Displays Sell Shoes 


supplemented by a few pair of smartly 
styled blue, or combination blue, spec- 
tator shoes, and in return the blue ho- 
siery fosters the desire and interest in 
blue footwear. The complete use of 
the merchandise is thus shown. 

This combination of style apparel 
with footwear is used on a larger scale 
on the third floor, where all the fine 
fashion departments are located. Dis- 
plays in all these sections are changed 
twice weekly, keeping the smartest and 
latest of wearing apparel before our 
cusi»mer’s eyes. 

These displays are always accented 
with carefully chosen footwear. Eve- 
ning and Cocktail Hour displays are 
intriguingly set off with dainty formal 
evening sandals and cocktail slippers. 
Afternoon dresses and street-wear en- 
sembles are attractively complemented 
by beautifully made and styled foot- 
wear. Smartly tailored coats are made 
even more attractive by using footwear 
with each display. 

Our sportswear displays are con- 
sidered to be among the finest in South- 
ern California, not only because of the 
apparel itself, but because of the many 
new: footwear complements always on 
show. For example—black jodhpur 
breeches are set off with black patent 
leather jodphur boots—white pique 
breeches with white bucko jodhpurs, 
etc. 

Why are these displays so impor- 
tant? Little imagination is needed 
to see the beautiful style picture that 
is painted for customers as they ap- 
proach the ladies’ footwear section on 
the same third floor. 

Now that a customer has made her 
way to Robinson’s beautiful footwear 
salon (and it is truly beautiful, being 
rich in smart simplicity) she is greeted 
by inviting case displays. 

Let us suppose that she chooses to 
look at the displays before being 
seated: 

She is not confused or bewildered by 
too many displays. Department dis- 
plays are unitary, that is, they are 
grouped in one style of combination 
colors, or the same color combination 
in various styles. The all-important 
reason for unitary trims is to keep the 
customer from seeing so many combina- 
tions and mixtures that she is confused 
before she is ready to make her selec- 
tion. 

Correct unitary displays form in- 
dividual style pictures in the customer’s 
mind’s-eye, rather than one wild vision 
of a conglomeration of colors and styles. 
This is especially true now, since we 
are in the midst of the most colorful 
season in many years. We firmly be- 
lieve that a correct style display has 
far greater sales value than any other 
medium. 

In the shoe department display cases 
a sport shoe display (see sketch) may 


[CONTINUED FROM PAGE 21] 





THREE PRACTICAL WINDOW 
BOX SUGGESTIONS 


[See sketches on pages 20-21] 


I—Sketch of window box case display- 

ing wing tip brogues in blue and white, 

brown and white and all-white. Back- 

ground is drawing in color of a girl in 
sports attire. 


2—Sketch showing another section case 

displaying three shoes. A one-eyelet 

tie, oxford and sandal in the same gen- 

eral style and in the same combination 

of natural linen accented by bark-tan 

calf. Two display stands of different 
heights used. 


3—Sketch showing large window sec- 
tion case displaying a group of shoes 
in all color combinations with white— 
also blue with white, blue with red, and 
yellow chamois with brown. Hosiery 
complements used. Two-half pillars 


and center display stand. 





have three brogue-oxfords in various 
color combinations, as blue and white; 
brown and white; and all white. A 
style shoe display might contain a low 
tie, an oxford, and a sandal in the same 
combination of color and materials as 
one of natural linen accented by bark- 
tan calf, all being of the same general 
type. (See sketch.) Still another style 
window will contain a group of several 
combinations featuring an individual 
pattern. And so it is throughout the 
department. 

Shoes featured in all of the store’s 
advertisements are prominently dis- 
played at all times. 

A splendid feature incorporated in 
the department is the use of showcases 
in a room off the main salon. On these 
shelves one shoe in every style and 
color combination in our stock is rep- 
resented. The reasons and advantages 
of these shelves are many, but fore- 
most, they present a complete display 
of our footwear for the inspection of 
our guests. 

There are many times when the 
salesmen in the department are con- 
veniently assisted in making sales by 
the displays in the section. When de- 
scribing a style picture for the cus- 
tomer, she may be shown different 
styles and color combinations as shown 
in the displays rather than confused 
by bringing out countless shoes in 
which she is not interested. Many extra 
pairs are also sold by the displays, 
that is, the attractive displays suggest 
an occasional shoe to the customer and 
enable the salesman to lead up to extra 
pair sales. 

During the present season, a cus- 


tomer, after looking at the depart- 
mental displays, would be conscious of 
the fact that beautiful pastels, com- 
binations with white peasant shoes, and 
other seasonal highlights are available 
in profusion. In fact, she is so con- 
scious of all this that she is most eager, 
not only to see, but to own and wear 
shoes created in these style highlights. 
From that point salesmen see that 
this desire is satisfactorily fulfilled. 
And so it is that “inner-store dis- 
plays” are playing a very important 
part in the selling of shoes. Carefully 
selected shoes, well advertised, bring 
customers to the store, while effective, 
strong selling “inner-store displays” 
play their most important part in help- 
ing consummate the sale, which is the 
ultimate objective of all merchandising. 


A Woman's Ideas 
[CONTINUED FROM PAGE 32] 


cushions. The other is furnished 
similarly, with an unusual fan backed 
divan in dull red. The floors are 
covered with high-pile carpet of un- 
usual design. 

The front room is the men’s room, 
done in modernistic furniture, with 
stools and ash trays. This is a new 
addition to the salon. 

The store front has twin windows, 
very attractive, built of black Vitrolite 
and trimmed in chromium, with an 
action center Neon sign, making it one 
of the outstanding attractions on the 
fashionable Monument Circle. The dis- 
play windows are about eight inches 
higher than the regulation height, and 
were built that way for the purpose of 
bringing the merchandise closer to the 
observer’s eye. 

Since the removal from the old loca- 
tion in West Market Street, featuring 
correct and corrective foot-wear, the 
selling policy has been changed. The 
selling talk is no longer about correc- 
tive methods. Today it is correct foot 
wear for normal feet. Special shoes 
have been added of special lasts, in a 


. special feature for women hard to fit. 


Shoes with a short back last, same 
length vamp, but built shorter from 
vamp to heel. 

Since Mrs. Skinner acquired the 
business about two years ago, and ap- 
plied her own ideas to merchandising, 
the sales volume has made substantial 
increases. New ideas, new selling 
angles and a departure from the old 
method of service. The store has kept 
pace with the rapid march of progress 
in every way, and the attractiveness of 
the new store, the pleasant and com- 
fortable atmosphere, is undoubtedly re- 
sponsible for part of this at least. Mrs. 
Skinner had the courage to venture 
into new fields and try new ideas. 
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DUPONT PONTAN 
QUARTER-LINING 


DUPONT FAIRFIELD 
SOCK-LINING 


DUPONT WHITE 
MIDSOLE MATERIAL 
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White Pontan quarter linings and White Fair- 
field sock linings in kid grain, glazed finishes add 


much to the appearance of the inside of the shoe. 


An outstanding new development, Dupont White 


_Midsole, gives the desired smartness to this pop- 


ular type of Spring and Summer Footwear. 
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Ruthless Competition Can Be 
Checked 


[CONTINUED FROM PAGE 23] 


competitors; misbranding concerning 
materials or ingredients, their quality, 
purity, origin or source, and selling 
them under such names and circum- 
stances that the purchaser would be 
misled in these respects. 

Among the most recent complaints 
filed with the Commission have been a 
great many on false and misleading 
advertising in newspapers, magazines, 
and also over the radio. 


investigate Bribery Complaints 


Other complaints include bribing buy- 
ers or other employees of customers and 
prospective customers, without the lat- 
ter’s knowledge or consent, to secure or 
hold patronage; procuring the business 
or trade secrets of competitors by es- 
pionage or bribing the employees, or 
by similar means; inducing employees 
or competitors to violate their contracts 
and enticing away employees of com- 
petitors in such numbers or under such 
circumstances as to hamper or embar- 
rass the competitors in the conduct of 
their business. Making false and dis- 
paraging statements respecting com- 
petitors’ products, their business, finan- 
cial credit, etc. 

Wide-spread threats to the trade of 
suits for patent infringements arising 
from the sale of alleged infringing 
products of competitors, such threats 
not being made in good faith, but for 
the purpose of intimidating the trade 
and hindering or stifling competition. 

Trade boycotts or combinations of 
traders to prevent certain wholesale or 
retail dealers or certain classes of such 
dealers from procuring goods at the 
same terms accorded to the boycotters 
or conspirators, or to coerce the trade 
policy of their competitors or of manu- 
facturers from whom they buy. 


When Goods Are Misrepresented 


Passing off goods or articles for well 
and favorably known products of com- 
petitors through appropriation or simu- 
lation of such competitors’ trade names, 
labels, dress of goods (packaging), etc., 
with the tendency to unfairly divert 
trade from the competitor and with the 
effect of so doing to their prejudice and 
injury and that of the public. 

Paying excessive prices for supplies 
for the purpose of buying up same and 
hampering or eliminating competition. 
Using merchandising schemes based on 
lot or chance; cooperative schemes and 
prices for compelling wholesalers and 
retailers to maintain resale prices fixed 
by the manufacturer for resale of his 
product; combinations or agreements of 
competitors to enhance prices, main- 
tain price, bring about substantial uni- 
formity in price or to divide territory 


or business, to cut off competitors‘ 
sources of supply, or to close markets 
to competitors, or otherwise restrain or 
hinder free and fair competition. 

Fertile minds are ingenious. The 
crop of schémes emanating from such 
minds, condemned as bad practice by 
the Commission, include various schemes 
to create the impression in the mind of 
the prospective customer that he or she 
is being offered an opportunity to make 
a purchase under unusually favorable 
conditions when such is not the case, 
with the tendency to mislead and de- 
ceive many of the purchasing public 
into buying products involved in such 
erroneous belief or with the effect so to 
do, to the injury and prejudice of the 
public and of competitors. 

Such schemes include sales plans in 
which the seller’s usual price is falsely 
represented as a special reduced price 
made available on some pretext for a 
limited time or to a limited class only; 
the use of the “free goods” or service 
device to create the false impression 
that something is actually being thrown 
in without charge, when as a matter of 
fact it is fully covered by the amount 
exacted in the transaction taken as a 
whole. 


Misleading Trade Names 


Other such schemes include the use 
of misleading trade names calculated to 
create the impression that a dealer is a 
manufacturer selling directly to the 
consumer with resultant savings, or the 
use of pretended exaggerated retail 
prices in connection with or upon the 
containers of commodities intended to 
be sold as bargains at lower figures. 

Another scheme condemned by the 
Commission is imitating or using stand- 
ard containers customarily associated 
in the mind of the general purchasing 
public with standard weights or quan- 
tities of the product therein contained 
to sell to the public such commodity in 
weights or quantities less than the 
aforementioned standards, all of which 
tend to deceive the purchasing public. 

Misrepresenting one’s business in 
various ways also falls under the ban, 
for example, the seller’s alleged advan- 
tages of location or size; false claims 
of being the authorized distributor of 
some concern; alleged endorsement of 
the concern or product by the govern- 
ment or nationally known businesses; 
false claims by the dealer in domestic 
products of being an importer; or by a 
dealer of being a manufacturer; or by a 
manufacturer of some product of being 
also the manufacturer of the raw ma- 
terials which go into such a product; 
being manufacturer’s representative and 
outlet for surplus stock sold at a sacri- 
fice, etc.; representing that the seller is 
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wholesale dealer, producer or manufac- 
turer, when in fact such representation 
is false. 

And finally, selling below cost, with 
the intent and effect of hindering, sti- 
fling and suppressing competition. 

Many are the ways and means em- 
ployed by ingenious and crafty minds 
but eventually they land in the strong 
grip of the law and the Federal Trade 
Commission clamps down the lid on 
their unfair trade practices. 


Detroit Strong for Whites 


DETROIT, MicH.—White is all Detroit 
can see in styles right now, Clyde K. 
Taylor, well-known stylist and presi- 
dent of the Michigan Retail Shoe Deal- 
ers Association, commented this week. 
The white oxford with medium heels 
aré among the best sellers, with white 
sandals with the Cuban heel following 
in order. 

Blue has practically disappeared 
after a very heavy season. Nothing but 
white will be sold in June, Taylor said. 
Commenting on children’s shoes, in 
which field he is a well-known special- 
ist: 

“We do not carry children’s sandals 
in white, as they are not low priced 
enough to meet our class of trade, qual- 
ity considered. However, sandals for 
children will be a big seller.” 


California Shoe Men 


[CONTINUED FROM PAGE 28] 


“I base this on the tremendous in- 
fluence of the Hollywood ready-to-wear 
market as a first fashion mart. No 
women’s clothes buyer dares to pass up 
this market. This condition will pre- 
vail in shoes, with more and more buy- 
ers turning to California, not only for 
inspiration, but for sources of supply.” 

The following officers were elected: 
President, Meville Kaufman; treasurer 
Carl S. Wills; secretary, Camile Baer; 
directors for three years, Ted Huggins, 
Ray Garrord, Mrs. Alice Peterson, H. 
V. Wetherby, Hyman Abrams and 
Frank Moore. William Innes was 
elected director to fill the vacancy 
caused by death of James I. McGiffin. 

Two committees were elected for the 
purpose of contacting the retail mer- 
chants association, dry goods and spe- 
cialty shop groups in an endeavor to 
develop sentiment among merchants 
which will be crystallized into action 
against too early and too frequent 
sales. H. V. Wetherby, Ted Huggins, 
and C. L. Fontius will act for the 
southern group, while Russell Werner, 
Frank More and Melville Kaufman 
will represent the northern group. 

A jury of four women, representing 
screen and society, chose shoes repre- 
sentative of the best morning, after- 
noon and evening styes displayed at 
the show. Placques were awarded the 
winning manufacturers at the style 
show. A dinner dance was held on 
Tuesday night. 
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says this 
Merchant of 
his New 


BEFORE: Here is the 
site of the present Tober 
Saifer Shoe Co. in St. Louis, 
Mo., as it appeared before 
being remodeled with a 
Pittco Store Front. 
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AFTER: And this is the change that a new Pittco Front made in the looks of the property. 
The Tober-Saifer Co. writes: ‘‘We have had comments from nearly every one who has visited 
our establishment. We are more than satisfied with the improvement.” 


_ many other owners and 
managers of shoe stores through- 
out the country who have joined the 
**Modernize Main Street” movement 
by remodeling their stores with a 
new Pittco Store Front, are equally 
well pleased with the results. For a 
new Pittco Front puts new life into 
sales, draws new customers, helps 
you keep old ones, and marks you 
as an enterprising, up-and-coming 
merchant. The direct result of Pittco 
remodeling is usually a great increase 
in profits! 

nd the National Housing Act 
makes it easy for you to obtain funds 
for remodeling, too. Only your prom- 
issory note is required as collateral. 
So remodel now with a new Pittco 


Polished Plate 
Glass 


Store Front. We recommend that 
you retain a local architect to design 
it for you, and that, if necessary, 
you apply for NHA funds to finance 
it. Our representative will gladly 
help you negotiate the loan. 


Send for free Book 


Of course you need complete in- 
formation on Pittco Fronts. Our 
new book “How Modern Store 
Fronts Work Profit Magic” will 
give it to you. The book also con- 
tains numerous photographs of 
Pittco-remodeled stores of many 
types and sizes, construction costs 
for fronts pictured, and resulting 
business increases, etc. Clip the 
coupon for your copy. 


Pittsburgh Plate Glass Company 
2211A Grant Building 
Pittsburgh, Pa. 

Please send me, without obligation, your new 
book entitled “How Modern Store Fronts Work 
Profit Magic”. 
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The Big Push Is On 


[CONTINUED FROM PAGE 25] 


“No matter what else you do this 
Summer,” Hahn of Washington, D. C., 
advises, “enjoy the comfort of wearing 
the lightest and coolest of white sports 
shoes. A special patented construction 
gives the Bend-Eesy ‘slipper comfort’ 
at the first wearing. Of fine white 
leather in all-white, wing tip ... also 
with straight tip of black or brown 
calf.” 

“Here’s proof that good shoes needn’t 
be expensive,” Marott’s Shoe Store, In- 
dianapolis, proclaims. “They are genu- 
ine buckskin, styled by Freeman, $6. 
Here’s real quality in men’s shoes— 
genuine white buckskin, it’s soft and 
flexible and fits every irregularity of 
the foot as snugly as a glove fits the 
hand. Smartness, coolness and lasting 
wear are signal assets in Freeman 
Sports Shoes.” 

“Because there’s nothing new-er un- 
der the (Summer) Sun,” declares Geut- 
ing’s of Philadelphia, “smartest femi- 
nine feet will be tripped into MESH. 
From hand to foot ... the very cream 
of the season’s style successes . . . the 
‘Top’ in appropriate, practical shoes... 
and best of all ... they are feature 
priced for modest budgets. . . . Empha- 
sis in this store is always on ‘QUAL- 
ITY’—but never have we been more 
successful in giving smart young Phila- 
delphia outstanding value for the price.” 

“Now you can wear pumps with 
ease,” Innes of Los Angeles assures its 
customers in an advertisement featur- 
ing Flex-In-Step Pumps as shoes which 
promise “No more cutting across the 
instep.” Says the ad: “If you are one 
who admires the flattering smartness 
of pumps, but find them difficult to 
wear, you will simply rejoice over this 


new pump that completely eliminates 
instep discomfort. Hand-turned, perfect 
fitting. Patent leather, black, white 
and blue kid. $10.” 

“You wouldn’t suspect they had any 
other mission in life than to be beauti- 
ful,” Gude’s confides to its. Los Angeles 
clientele in an advertisement featuring 
Vitality shoes. “They are scientifically 
designed to conform to the foot’s nat- 
ural lines and give the support needed 
for easy poise and grace.” 

“Parents, here’s a tip for you,” says 
the Broadway, another Los Angeles 
store, in speaking to fathers and 
mothers. “Put your children into Kali- 
sten-iks, recently perfected, durable 
Allenite tip. It’s practically scuff- 
proof. . . . Good-luck charm attached. 
X-Ray checked.” 

Another striking children’s ad was 
used by Geuting’s, Philadelphia, to her- 
ald their famous line of “Shoor-Treds 
on Parade.” “It’s the greatest collec- 
tion in all Philadelphia and by far the 
most complete we have ever shown.... 
Styles for all ages ... and All Occa- 
sons—featured at four convenient Geut- 
ing stores. 

“Your children’s feet,” this ad con- 
tinues, “deserve the finest care and at- 
tention that money can buy. Shoor- 
Treds are the shoes that Nature herself 
would order for your children. Nature’s 
first demand is barefoot freedom. Shoor- 
Treds give that, along with shoe pro- 
tection, and by permitting the growing 
foot to flex freely, they encourage 
healthful, muscle-strengthening activ- 
ity. Every pair is professionally fitted 
with final X-Ray check-up for absolute 
insurance.” 





Clever Display Idea 


CHIcAGO.—Richard Paul and Com- 
pany, manufacturers of “PEDS,” the 
shoe-hi stocking saver, have developed 
a unique ideas as a sales promotion 
method. In various department stores 
they set up a very attractive display. 
It is placed on a small stage in a 
good location near the hosiery and shoe 
sections. The stage is very attractively 
decorated with a table, chairs, and a 
radio set. It is open on three sides and 
has a curtain at the back. 

Behind this curtain is an enclosed 
booth from which Roger Shanedling 
broadcasts an eight minute talk on the 
many and varied uses of “PEDS.” As 
he is delivering his talk a model on 
the stage follows his story and actu- 
ally shows the interested spectators the 
advantages of this stocking saver. 

These demonstrations are generally 
of a week’s duration and have ap- 
peared at many of the leading depart- 
ment stores of the country. Due to the 
great demand for these shows it is 
necessary to conserve all the time pos- 
sible between demonstrations. 

Next week, June 9 to 15, they will 





appear at Gimbel’s in Milwaukee, then 
the following Monday the 17th they 
are due to open at the L. Bamberger 
store in Newark, N. J. 

The demonstration was presented at 
Carson, Pirie, Scott, and Co., Chicago, 
the week of June 2 and the results 
were very gratifying, according to 
Frank Shirley mid-Western representa- 
tive for the Richard Paul Co. 





Hanan to Open New Store 


New York—Hanan & Son plan to 
open a new store about July 1 at 1375 
Broadway. This store will replace the 
one now in operation at 411 Fifth Ave- 
nue, which is being closed due to the 
termination of the lease. 

The new store will be devoted ex- 
clusively to men’s footwear. In addi- 
tion to the regular Hanan line, the new 
Touchstone line will also be carried. 
Hanan & Son also plan to create in the 
new store a hand-made department 
similar to the one now in operation in 
the store at 516 Fifth Avenue. Plans 
are now being drawn for extensive 
alterations of the new premises. 
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Fashions from the Normandie 
[CONTINUED FROM PAGE 19] 


part to play in Winter fashions. If 
you had seen the six lowheeled slippers 
worn in this show, you would feel 
much more enthusiasm than you had 
before. 

They do look appropriate with the 
statuesque type of dress of either 
Greek or Oriental inspiration. They do 
belong in the picture—not for every 
woman and not for every store, but 
certainly for fashion promotion. 

Every one of the Normandie low- 
heeled evening shoes had open toes, 
which helps to shorten the silhouette 
and makes a new flat look different 


from last Winter’s shoes ... a very 
important point. 
We looked for the “compromise 


height” of dress heel which is being 
shown over here and found two shoes 
with these 14 15/8 modified Louis heels. 
All the rest were high. There were no 
tailored clothes shown and, therefore, 
no tailored shoes. 

Evening shoe materials stressed the 
combination of silver and gold kid, per- 
fect with the lamé dresses which were 
so prominent. There were a few metal- 
lic brocades usually matching brocaded 
dresses, also several crepe slippers with 
metallic kid trimming. 

A number of black dinner tailleurs 
of rich silks or sequins were shown 
with white blouses or tunics. And one 
of these repeated the white note in 
perfectly plain white crepe strip pumps. 

These strip pumps—and there were 
several of them—were the one note 
that fell short of perfection. For they 
fitted so badly! We give the Norman- 
die all the glory she deserves, and the 
Normandie fashion show all the ac- 
claim it merits—but when it comes to 
fitting—give us American shoes! 





Announce Price Increases 


St. Lovuris.—International Shoe Co. 
issued the following announcement 
June 10: “Due to increased costs of 
materials in effect for some time which 
have made necessary some advance in 
shoe prices, International has made ad- 
justments in prices ranging from five 
to ten cents a pair on part of its line.” 





Shoe Men Directors 


DETROIT, MicH.—At the annual elec- 
tion held this week by the Detroit Re- 
tail Merchants’ Association, which is a 
structural unit of the Detroit Board of 
Commerce, shoe men came out better 
in the board of directors than any other 
class of business, with the sole excep- 
tion of the large department stores. 
Three were elected to the board of di- 
rectors, all being well-known shoe men: 
M. A. Mittleman of Russek’s, president 
of the National Shoe Retailers’ Asso- 
ciation; William H. Adams, manager of 
women’s departments at R. H. Fyfe and 
Company; and Stuart J. Rackham, 
president of Stuart J. Rackham, Inc. 
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’ Above is an unusual, and popular, oxford 
model from D. Armstrong & Co., Inc., of 
Rochester, N.Y. It shows the strong feminine 
tendency of this year—and is in Amalga- 
mated White Glazed Kid. 


| | The prediction made early this season by style authorities has 

pl | proved true. There has been a sweep toward silk in women’s 

wear—carrying with it a logical preference for kid footwear. 

@y This preference is continuing into the Fall. Wise retailers and 
manufacturers are protecting themselves right now. 


4 








Kid, in addition to its high style, contributes to that comfort so 
essential to perfect poise. It adds to good shoe design sweeping, 
graceful lines and true color value found in no other material. 
D. Armstrong & Co., with many other leading manufacturers, are 
having their wisdom in design and choice of material justified 


by sales. 


AMALGAMATED LEATHER COMPANIES, INC. 
84 Gold Street, New York Wilmington, Del. 


malgamated 
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66 This book tells the story of the 


leather that is used in more 
women’s shoes than any other 
leather in the world—Glazed 
Kid. It begins at the beginning, 
with plain ordinary goat skins. 
Goat skins are the ‘raw stock’ 
from which Glazed Kid is made. 
It will enable you to follow one 
lot of goat skins through to the 
very end of the various processes 
which are used to transform 
goat skins into that form of kid 
with which everyone is most 


THIS 


Re familiar—Black Glazed Kid. 99 
ss 





“THE TANNING OF KID” 


A pen and camera trip through 
a modern tannery. Write on 


your company letterhead for 


your free copy. 


SURPASS .vzaruce 


COMPANY 


oth & Westmoreland Sts., Phila., Pa. 








Building a Work 


How a Texas Store 
Drive That Resulted 


In a special drive to sell a considerable quantity of 
various kinds of work shoes, the Saks Shoe Co., Hous- 
ton, Tex., found that there was enough of this sort of 
business to warrant it being made a permanent part of 
the store’s activities. 

Several types of work shoes have been developed for 
certain definite jobs. Field boots for garage men, chauf- 
feurs, bus and truck drivers; safety work shoes; special 
shoes for ice plants and dairies, for railroad shops and 
the like are among the kinds carried. The stock is not 
so large as might be imagined, as one type work shoe 
will cover a number of different jobs. 

One of the best ways to get to the men in the large 

plants is first to contact the head personnel man and 
explain to him the need of his men having suitable 
work shoes, says M. Menlowditz, head of the Saks store. 
This is not a hard job, for these department heads are 
always interested in anything which will make for the 
job safety of their men. 
- Management is always more interested in the safety 
campaigns than the workmen, it seems. As a rule, those 
in charge will allow a reputable firm to post advertis- 
ing in the plant relative to proved work shoes. Not 
only that, but they will guarantee bills contracted for 
work shoes by their employees. 

Some 2300 men in one plant were equipped with 
work shoes from the Saks shoe store, 600 in another 
plant, and a considerable number in smaller industrial 
plants. The store management finds this work shoe 
business productive of other good trade, as many of 
the men will buy dress shoes for themselves, as well as 
buying children’s and women’s shoes. 

An inside tip that one large group of filling stations 
was about to require their men to wear field boots and 
that another oil company would probably follow suit, 
led Menlowditz to have a postal printed in which the 
field boots and riding boots carried were described. 
These cards were sent once a week for four weeks to a 
good list of 500 filling station managers. This resulted 
in the sale of hundreds of pairs of field boots. 

The store has found that personal contacts and tele- 
phone calls to filling station men do not produce re- 
sults. These men are constantly being pestered by out- 
side salesmen trying to sell them something. One post 
card would not make much of an impression, but a 
series of four coming at regular intervals did the trick. 

As the Government’s gigantic four billion dollar 
work-relief program gets under way, shoe men look 
for a decided increase in the volume of work shoe busi- 
ness. Therefore, this field seems to offer a worth while 
opportunity for merchants selling men’s shoes to de- 
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Shoe Business 


Conducted a Special 
in Many Extra Pair Sales 


velop extra business. Big department stores in several 
cities have sensed the opportunity and featured special 
promotions of work shoes, work clothes and everything 
required to equip the man on the job. Properly, how- 
ever, this work shoe business, or a substantial part of 
it, belongs in the shoe store. 

Work shoes, in the main, constitute staple merchan- 
dise, not subject to markdowns or style hazards, and 
reasonable requirements can be covered with a com- 
paratively small initial investment, which should yield 
a substantial profit return. 


Fair Deal with Less Discount 
[CONTINUED FROM PAGE 26] 


That would put real teeth into correction of price 
discrimination. The Act as it now reads may be evaded 
by making a small difference in quantity the occasion 
for a large difference in price. Another way to diminish 
extra-discount concessions is for the industry to either 
reaffirm its code discount provisions or post the per- 
centage of discount that is given for actual volume sold. 
No merchant, be he large or small, challenges the 
economics of lower costs through larger production. 

What business men resent are concessions given be- 
cause of the name, size and general prestige of the 
favored one. Some industries have solved their dis- 
count problem by sending a flat discount check for the 
annual volume of business after deductions, credits, 
etc. Other industries give volume discounts on the basis 
of the size of each order. What the shoe merchant 
resents is the discount that is given loosely to the de- 
partment store, mail-order house, the chain store and 
the big operator for any and all orders—such discounts 
being a broad discrimination and, in a way, a favored- 
customer concession. We have actually seen orders for 
single pairs carry the department store discount. 

It is the return of all the evils that come through 
price discrimination that menaces the future of busi- 
ness. When an order is a definite transaction, call it 
trading or barter if you will, as to the merchandise 
qualities, the values and everything else, then it is nor- 
mal, natural business. But, when after all the neces- 
sary transactions are completed, the discount chiseler 
puts on the high pressures that come through size, 
prestige and dominance, that’s the thing that is resented 
and merchants want to see justice done and hope that 
through the medium of the Federal Trade Commission 
fair competition will again be made the law of busi- 
ness. 
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by having a 100% work shoe section. 


Thousands of men require shoes made 
on the narrower lasts, and by being 
able to fit these men you bring those 
added sales and profits that mean so 
much to your store. Our In-Stock De- 
partment, plus our quick service, will 
enable you to have a 100% work shoe 
section with a low inventory. 
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No. 900—Choc. Elk Welt. 
Seamless pattern. Drill 
lined vamp, Half grain gus- 
set, Grain leather insole, 
Two 
full leather soles, pane 
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CHIPPEWA FALLS WISCONSIN 








No. 905—Choc. Elk Welt. 
Blucher. Drill lined vamp 
and quarter, Half grain 
gusset, Grain leather in- 
sole, Inside lea. top band, 
Two full leather soles, Rub- 
oer heel. In-Stock A-E, 
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SILHOUWELTS 


Many leading manufacturers are 





supplying their customers with smart 
new models of lightweight shoes 
made by this thoroughly practical 
method. 








Silhouwelts, for Spring and Summer 
wear, are made for men and women 
who insist upon quality, style 


and comfort. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 






















































Pi ae I TRG Ac Ze Ry Si Site wg REE 





BOOT AND SHOE 





RECORDER, June 


SATURDAY, JUNE 15, 1935 





15, 1935 





WHAT'S DOING IN THE SHOE TRADE 
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NATIONAL NEWS 





Neely Shoe Labeling Bill Killed 


Federal Trade Commission, in Brief Filed With Senate Committee, 
Holds It Would Be Unconstitutional 






WASHINGTON, D. C.—The Neely Bill, 
which would require that all boots and 
shoes bear labels describing their com- 
ponent parts, was declared unconstitu- 
tional by the Federal Trade Commis- 
sion in a brief filed at the Senate Inter- 
state Commerce committee hearings on 
the bill Although representatives of 
the FTC expressed sympathy for such 
legislation, to do away with misrep- 
resentations to consumers in the sale 
of footwear, the Commission stated that 
“the bill, if enacted, would prove un- 
constitutional, insofar as it attempts to 
regulate manufacturing and intrastate 
commerce.” Continuing its report, the 
FTC stated: “It is submitted that a 
measure should not be adopted which 
tends to distribute regulatory powers 
to various individuals among the diverse 
governmental bodies, which create new 
classes of crime, without most careful 
consideration of the fundamental poli- 
cies involved. . . . The Federal Trade 
Commission presents views adverse to 
Senate Bill 2255.” 

The bill, introduced by Senator M. 
M. Neely of West Virginia, provides 
that all boots and shoes shall bear 
markings or labels, describing the 
materials used in their construction, 
and also provides stiff penalties for mis- 
representations of types of shoes man- 
ufactured or sold. Thus boots or shoes 
carrying fiber or paper parts, must 
bear labels informing the consumer of 
their makeup. 

The leather interests, as a whole, tes- 
tified at the recent hearing in favor of 
the bill while retailers and manufac- 
turers present protested against its 
enactment. 

W. T. Kelley, chief counsel of the 
Federal Trade Commission, declared 
that manufacturing or selling shoes 
under misrepresentations is nothing 
better “than common larceny.” He 
advised that a law be passed to amend 








the Federal Trade Commission act to 
make such misrepresentations liable to 
the unfair competition penalties of the 
FTC, as the practical way to treating 
with this alleged evil. Eugene W. 
Burr, another. attorney for the Com- 
mission, suggested that by giving the 
Commission jurisdiction, a more effec- 
tive way would be found to curb these 
practices than by a “crimminal ap- 
proach to the matter” as outlined under 
the bill. 

Herbert J. Rich of Washington, D. 
C., who represented the Shoe Retailers’ 
National Council, told the sub-commit- 
tee that the Neely bill was too broad 
in its scope, and was neither necessary 
nor wanted by the public. 

Senator Harry S. Truman of Mis- 
souri, chairman of the sub-committee 
in charge of the shoe hearings, asked: 

[TURN TO PAGE 67, PLEASE] 





DATES TO REMEMBER 


Illinois State Shoe Convention, Leland 


Hotel, Springfield, Ill....... June 16-17-18 
Ohio Retail Shoe Dealers Association 

Annual Convention, Carter Hotel, 

Cleveland, Ohio .......... June 16-17-18 


Pacific Northwest Shoe Retailers Asocia- 
tion Annual Convention, Multnomah 
Hotel, Portland, Oregon....June 17-18-19 


Boston Shoe Fair, Hotels Statler and 
Copley-Plaza .............. July 8, 9, 10 


New York State Shoe Retailers Associa- 
tion Convention, Onondaga Hotel, 
SYIGCULE: onc cccccscess Sept. 8, 9, 10 


National Industrial Stores Association, 
Ninth Annual Convention, Hotel Wil- 
liam Penn, Pittsburgh, Penna..Sept. 9-10-11 


National Shoe Fair, Chicago, 
Jan. 6, 7, 8, 9, 1936 


Michigan Retail Shoe Dealers Association 
Convention, Detroit... .Jan. 12-13-14, 1936 








Richard Young Dies 


New York.—Richard Young, grand 
old gentleman of the leather industry, 
died last Sunday night at his home in 
Brooklyn, at the age of 88. 
















Photo, courtesy, Brooklyn Daily Eagle 


RICHARD YOUNG 


Mr. Young founded the Richard 
Young Company in 1890 at 36 Spruce 
Street, New York City. At the time 
of his death he was chairman of the 
Board of Directors. 

Born in Londonderry, Ireland, he 
came to this country at the age of five 
and with his parents settled in Phila- 
delphia, where he was educated in the 
public schools and graduated from a 
commercial college. He moved to 
Brooklyn, where he became active in 
business, political and educational ac- 
tivities. His company pioneered in the 
tanning of kangaroo leather and enjoys 
an international reputation. 

In 1894 he was appointed to the 
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Right Shoes for Summer Costumes 
































Two of the costumes shown in the Neiman-Marcus Co. "props" show, the first style showing 

of its kind in America. Light shoes were used with dark colors, and dark shoes with light 

colors for some smart contrasts. White shoes with the all-white costume were taboo. 

Eighteen models illustrated the right and wrong in the Summer shoe and accessory situation, 

and likewise proved that a variety of shoes for each dress could give the perfect illusion of 
a very extensive wardrobe. 


DaLLas—The right and wrong en- 
sembling of shoes with Summer cos- 
tumes was a feature of Neiman-Mar- 
cus Company’s “First in America” 
showing of fashion “props” to 4000 
Texas women. 

“I have been working out ideas for 
this show for a year,” said Bert East- 
man, shoe buyer. “It was the most 
important tie-up of shoes with cos- 
tumes in our fashion history. Our 
shoe sections were completely filled 
with buying crowds at the conclusion 
of the showing, and we expect to feel 
its good influence on sales for months 
to come.” 


White With Color Smartest 


The unusual showing was held on 
the store’s first floor in the shoes and 
other accessories sections as the setting. 
The all-white costume was called un- 
interesting and not smart. A manne- 
quin wearing all-white from shoes to 
hat who paraded with a mannequin 
wearing green linen shoes and other 
green and white accessories to give 
life to the same white dress showed 
the “washed out” appearance of all- 
white in contrast with the liveliness of 
white with color. 

In one instance, a white shirtwaist 
frock was paraded with ten different 
sets of accessories to reveal its fashion 
possibilities. This is probably the only 
fashion showing in the whole country 





that has stressed the possibility of 
using ten different pairs of shoes with 
one costume. 

Still other frocks, as a beige em- 
broidery eyelet dress, were modeled 
with different shoes and other acces- 
sories to teach customers how many 
different hours of the day one dress 
could be smartly worn if the acces- 
sories were attuned to the occasion. 

Dark shoes with light clothes, includ- 
ing prints with light grounds, and light 
shoes with dark clothes, including 
prints with dark grounds, were fea- 
tured. As for the shoes in this division 
of the show, we quote Mr. Eastman: 

“Lots of dark linens were used with 
light colors. We used a wide variety of 
colors with dark prints; much of color 
interest was in patent leather—green, 
yellow and red. A startling costume 
was a yellow Shantung sports dress 
and hat that used a red leather belt 
and red patent sandals with flat heels, 
We showed the possibilities of flat heels 
for every occasion of the day. The 
wide belted oxford in navy and white 
was used with a white frock which 
was ensembled with a matching navy 
and white handbag, a navy chiffon scarf 
and a navy-banded white felt hat. 
Navy kid shoes were used with a navy 
traveling suit and a red and white 
blouse. A black net dinner gown was 
shown with red sandals, gold heels and 
a red quilted bag.” 









Mrs. Charles W. Martin Dead 


Boston — The many friends of 
Charles W. Martin, of the sales depart- 
ment of the United Shoe Machinery 
Corporation, sympathize with him in 
the death of his wife, which occurred 
in the Massachusetts Osteopathic Hos- 
pital, Boston, after a few hours’ ill- 
ness. 

Mrs. Martin was born in Butler, Pa., 
and was the daughter of Aaron B. 
Hughes and Nancy M. Lindsay of 
Virginia. 

Funeral services, which were at- 
tended by many friends of Mr. and 
Mrs. Martin were held at their home 
in West Newton on Saturday, June 8. 


Curt Wolfelt Follows Fashion 


Los ANGELES, CALIF.—A new line-up 
in the shoe manufacturing field is an- 
nounced. An agreement has_ been 
reached whereby Curt Wolfelt has 
joined forces with J. O. Weber. Mr 
Wolfelt is to have complete charge of 
the sales and designing of the new 
firm whose name is -yet to be decided. 
He is well known to the trade at large, 
having been designing and making 
women’s high grade shoes in Los An- 
geles and New York for a number of 
years. He considers Los Angeles the 
new style capitol of the world, and its 
influence on footwear fashion supreme. 

Mr. Weber is the president of the 
Western States Shoe Manufacturing 
Co. of this city. Manufacturing opera- 
tions will be in the plant of this com- 
pany. 

Plans of the new firm call for the 
making of a full line of women’s shoes 
in the better grades, retailing from 
$6.50 and up. Hollywood Sandals, which 
Western States specialized, will con- 
tinue to be made. 

The new line will be complete in 
every detail and will include sport, 
afternoon, dinner and evening shoes, 
with the emphasis on sports as reflected 
by Hollywood. Turns and the Delman 
processes will be utilized. New ideas 
in the wide French toe lasts are re- 
ceiving considerable attention. 

A first showing of the new line was 
at the recent convention of the Cali- 
fornia Shoe Retailers. The complete 
line will be ready early in July when 
Mr. Wolfelt will make his initial 
Eastern trip. 





H. G. Wagner Reopens 


Carrick, Pa—H. G. Wagner, who 
recently conducted a successful “forced 
out sale,” and then disposed of the 
small balance of stock remaining by 
sale to another firm, has re-opened in 
a new store at 2706 Brownsville Road, 
Carrick, with an entire new stock. 





New Manager 
DELAND, Fia—L. A. Dodson has 
been appointed manager of the Deland 


Shoe Store, succeeding Lewis Nankin. 
Mr. Dodson comes from Rome, Ga. 
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WEEK 


The biggest cam- 
paign of its kind ever 
conducted —Dr. 
Scholl's Foot Comfort 
Week. Millions of 


people are reading 


about it. Millions will 
be buying. Get your 
share of this business 
by displaying Dr. 
SYaatellulciccutehitex-mal 
your window. 


English Type Tennis 
Shoe for Campus Use 


WESTWOOD VILLAGE, CALIF.—E. Bai- 
Icy, manager of the shoe department in 
Bullock’s Westwood Village store, is 
finding a steady demand among girl 
students for English type tennis shoes 
for use on the campus. The shoes 
stocked for this purpose are of Nu- 
buck, have plain toes, low heels, and 
crepe soles. As a matter of fact, Mr. 
Bailey says there was a demand for 
these all winter. They come only in 
white. 

Another low-heel comfort sandal now 
in demand is made of loosely woven 
hemp and comes in a variety of bright 
colors, such as red, blue, lemon, fawn, 
as well as in more modified colors, such 
as white and natural. The white and 
natural can be tinted to match cos- 
tume. 

Among dressy spectators which real- 
ly comprise a fair part of the business 
of the department are white pumps in 
suede with blue or brown. The two 
trims sell 50-50, one being as popular 
as the other. A 21/8 heel, wing tip, 
liberal perforations and leather heel 
covering, are features of the leading 
numbers. 

Another dressy spectator gaining in 
favor has five lines of distinct perfora- 
tions criss-crossing the vamp, the toe is 
round and the boulevard heel of medi- 
um height. All-over white buck has 


first place in this number. 
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Heel Change Dangerous 


CHicaco — “Beware of suddenly 
changing from high heels to low heels,” 
says Dr. Emanuel Demeur, of Oak 
Park, IIl., well-known  chiropodist, 
speaking before the Illinois Association 
of Chiropodists and Foot Specialists 
during the recent annual two-day con- 
vention of the association in the Morri- 
son Hotel. 

“If they do this,” he stated, “they’ll 
be letting themselves in for a nervous 
breakdown, possibly insanity.” 

Dr. Demeur claimed that when 
women wear higli heels for 10 years or 
so their abdomens and spinal columns 
adjust themselves to the wearing of 
high heels. That in itself is not harm- 
ful, he says, but when women suddenly 
replace high heels with low heels, the 
body is thrown out of gear and leads to 
nervous disorders and sometimes a 
worse condition. He said he knew of 
several cases of insanity at Elgin, IIl., 
hospital for the insane which came 
about through changes in types of 
shoes. 

“If women must change, let them do 
it gradually so that the spinal column 
can adapt itself accordingly,” he said. 
“On the other hand there is the woman 
who wears high heels in the evening 
at parties and dances, and low heels 
during the day while doing her house- 
hold work. That is all right if started 
when she first begins to wear high 
heeled shoes. This results in a proper 
balance.” 

Dr. Demeur declared that 90 per cent 
of American women suffer from depres- 
sion of the metatarsal arch. This is 
caused, he claims, by the use of. short 
and pointed shoes and high heels, and 
the effects of it are corns, bunions, in- 
grown toenails, etc. 

Fully 60 per cent of the men suffer 
from depression of the metatarsal arch 
also, the doctor claimed. Short and 
pointed shoes were also given as the 
direct cause. 


Chain Store Tax Bill Defeated 


LINCOLN, NEB.—A chain store tax 
bill supported by the various sections of 
the Federation of Nebraska Retailers 
was defeated in the closing days of the 
State Legislature by inability of the 
two houses to agree on whether gasoline 
stations, movie theaters and lumber 
yards should be included as taxable. 

Sponsors of the bill, who represented 
the 18,152 retailers defended the mea- 
sure as equalizing the competition be- 
tween chains and independents. 

J. C. Penney with his 58 stores in the 
state would have been taxed $9,418 and 
Montgomery-Ward with 14 stores was 
next at $368. The four leading oil com- 
panies led the attack on the bill, their 
799 stations facing a total tax of 
$184,442. 

The bill proposed a $3 tax on single 
stores; second to fifth, $10; sixth to 
tenth, $25; eleventh to fifteenth, $50; 
sixteenth to twentieth, $150; above that 
figure, $175 per store. 





KO-RECTOE 


ONE PIECE SEAMLESS 
FULL GRAIN ENGLISH 


KIP QUARTER LINING 
ONE PIECE SEAMLESS 


8 oz. DUCK VAMP LINING 


ONE PIECE 

SEAMLESS 

TONGUE & 
“VAMP 


SOLID 
LEATHER 
COUNTER 


FLEXIBLE 
LEATHER 
INSOLE 


FULL GRAIN 
QUALITY 
UPPER LEATHER 


“THE SOLE OF HONOR” 
PRIME BEND SPECIAL 
CHROME RETAN SOLE 


GENUINE GOODYEAR WELT 


EASIER to SELL 
Something to Tell 


And now KO-REC-TOES come to you— @ 
not only with the very fine quality with 
which this name has always been asso- 
ciated—but with new construction fea- 
tures that give you the strongest 
selling points you can find in any 
children’s Goodyear Welts. These NEW 
KO-REC-TOES give you more to tel?. 
Makes them easier to sell. The Greatest 
Shoes Ever to Carry the KO-REC-TOE 
trademark!—The Greatest Shoes Ever 
Sold in the KO-REC-TOE Price Range! 
Backed by a most complete and efficient 
IN STOCK Department. For bigger 
sales and better profits get started with 
KO-REC-TOES NOW! 


Our new In Stock catalog is just off the 
press. If you haven't received your 
copy, write for it today. 


welting, 7 Iron Chrome 

Retan Bend Outsole, 

6/8 leather heel, leather 7, 
Misses’... .12%-3 A, B, 
With’ Wedge Spring Tice, 
Children’s. .8%-12. B, Cc, D 
Price $2.20 - STOCK 


Black Elk Blucher Ox- 
ford with Genuine 
Sharkskin Cap Toe, 150 
Last, Chrome Retan 
Bend Sole, half rubber 
heel, ete welt. 
Misses’. 2%-3....A, B, C, D 
With” Weage Spring Heel. 
Children’s. .844-12 B, C, 
Price $2.35 1N STOCK 


Terms, 5% 30 days f.0.b. Red Wing, Minn. 


QUALITY GOODYEAR WELTS FOR INFANTS, 

CHILDREN, MISSES AND GROWING GIRLS 

ads Gamage ‘ole 
a “4 


RED WING, MINNESOTA 
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Men's Shoes 


6 A 8 68 OS FS OO 





FO 8 Ss Oe Oe 


Women's Shoes 
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KUSH-IN-EZE 


HAND TURNED 
FOOTWEAR 
IN STOCK 
No. 202 Black 
Kid $2.00 

VAUGHAN-TOWLE CO. 


WAKEFIELD, MASS. 
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Dancing Shoes and Taps 
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BLACK CALF 
PAT. LEATHER 


natant « 
ai dei Misses’ 

$1.55 A-B-C 112-2 
$1.45 


OWENS SHOE Co. 
28 Goodhue St., Salem, Mass. 








Dealers Count On June 


Des MOINES, IowaA—Although shoe 
sales for May have not reached the pro- 
portions of May a year ago, local deal- 
ers are counting on June to strike a 
balance with a heavier volume of sales 
than for the extremely hot June of 
1934, according to H. L. Barlass, head 
of Younkers shoe department. 

Stocks of white shoes are heavy and 
most of the sales are of white shoes, 
but very few are being worn due to the 
prolonged rainy weather. Crowds in the 
local shoe stores appear active on the 
pleasant days, indicating what would 
happen if Summer weather broke in 
full force. 


F. J. Cook, Prominent Australian 
Shoe Man, Visits America 


New Yorx.—F. J. Cook, managing 
director of Waldas Shoes, Ltd., Aus- 
tralia, who is making a world tour, 
studying business conditions, is now in 
the United States and will visit a num- 
ber of prominent shoe and leather man- 
ufacturers and retailers here, as he has 
in Europe and will in Japan and China, 
before returning to Australia. 
















F. J. COOK 


Mr. Cook is one of the leaders in re- 
employment in Australia, fostering the 
idea of bringing together heads of busi- 
ness and of Jabor to create jobs for the 
unemployed. This idea was so success- 
ful, says Mr. Cook, that Australia is 
back to normal again after a bad busi- 
ness slump during the depression. 
Standardized working hours have helped 
business considerably, says Mr. Cook, 
the stores opening at 9 and closing at 6 
o’clock, concentrating the business dur- 
ing the day and making for a more 
positive check-up on sales for future 
business. 

Business conditions in Australia are 
in many respects similar to those of the 
United States, says Mr. Cook, who was 
interviewed by BooT AND SHOE RE- 
CORDER at the Waldorf. Styles there are 
right up to the minute with those of the 
United States, he says. 

In the Waldas Shoes, Ltd.’s 28 stores 
throughout Australia, business is run- 
ning smoothly and well. During the 
rush hours, which are between 4 and 6 
p. m., the five salesgiris make a sale 
every minute and nine out of ten of the 
customers is a completed sale. This is 
due, Mr. Cook thinks, to the shoe con- 
sciousness of the Australian people as 
a whole, for when they come to buy a 
pair of shces they know exactly what 
size and style of shoe they want. 

Like the United States, Mr. Cook 
says, Australia is over-producing, there 
being only seven million people in the 
whole of Australia. But even with this 
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B recommending 


foot relief wherever 
needed 


insure better shoe 





if is you 


fitting and customer 
satisfaction. Make 
the most of your 


distinction as a 


Dr. Scholl dealer. 


drawback, Australia is prospering and 
the problem of unemployment is prac- 
tically nil. 

The Waldas Shoes, Ltd., manufac- 
ture their shoes in their factories in 
Brisbane, Sydney and Melbourne and 
retail the shoes in their 28 stores 
throughout Australia. 


Golf Outing Held in Rain 


ELMSFORD, N. Y.—The annual golf 
outing of the Shoe Merchants Council 
was held June 4 in a heavy rain which 
made the play for the Morgan Gross- 
man cup and the other prizes impos- 
sible. The only foursome to finish 18 
holes was comprised of Jesse Adler of 
Adler Shoes for men; Maurice Miller 
of I. Miller & Sons; Samuel Staff of 
Julius Grossman Shoes and Irving 
Farian. 

During the luncheon John Slater of 
J. & J. Slater proposed that the council 
members go on record that they would 
continue to maintain the NRA rulings 
and the motion was unanimously car- 
ried. 

In addition to those heretofore men- 
tioned, others present included Samuel 
Frank, Gus Pick, Max Deutsch, J. L. 
Alheim, Herman Trirbitz, Morris M. 
Green, John Laycock, Herman Schaffer, 
John Holden, Elmer Diemer, Roy Park- 
er, Dr. Collins, Edward Brown and 
Timothy E. Mahoney. 
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Richard Young Dies 


[CONTINUED FROM PAGE 51] 


Board of Education in the City of 
Brooklyn. In 1902 he became Park 
Commissioner of Brooklyn and Queens. 
One of his achievements at that time 
was the beautification of Prospect, 
Forest and Kings Parks and a large 
tract of waste land at Coney Island into 
what is now known as Seaside Park. 

Mr. Young, a life-long Republican, 
was elected in 1906 to represent the 
Fifth District in the House of Repre- 
sentatives at Washington. He was re- 
elected in 1908 but upon completion of 
his second term, declined renomination. 
He refused to be a candidate for mayor 
and shunned all political office there- 
after. 

He served as director in several 
banks, was a member of the Tanners’ 
Council, New York Chamber of Com- 
merce, Manufacturers Association and 
the Union League Club of Brooklyn. 
In 1928 he presented the Union League 
Club house with a bronze bust of Lin- 
coln and at the unveiling of the statue 
recalled that he had once seen Presi- 
dent Lincoln walking through the 
streets “with a flock of negro urchins 
trailing behind, clutching the Presi- 
dent’s coat tails.’ To the Brooklyn 
Botanica] Garden he donated the Rich- 
ard Young Memorial Gate. 

Since the organization of the Rich- 
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ard Young Company in 1890, he had 
scarcely missed a day’s contact with 
the business. He was indeed a grand 
old man of the leather industry. 

Surviving Mr. Young are a sister, 
Mrs. Anne Young of Philadelphia, 
seven grandchildren and six great- 
grandchildren. 

Funeral services were held at 2.30 
P. M., Wednesday, in the Flatbush 
Dutch Reformed Church. Burial was 
in Greenwood Cemetery. 

The honorary pallbearers’ were: 
Frederick J. H. Kracke, Commissioner 
of Plant and Structures; Edwin H. 
Thatcher, Commissioner of Buildings; 
Dr. C. Stuart Gager, director of the 
Brooklyn Botanic Garden; William T. 
Hunter, Russell V. Cruikshank, George 
S. Frank, F. E. Foster, Frederick A. 
Chilton, Joseph J. Gill, Edward H. 
Green, David H. Crompton and Fraser 


M. Moffatt. 


Warm Weather Helps Chicago 
Sales 


CHIcAGO — Temperatures hovering 
about the eighties for the past few 
days have at last started the Summer 
shoe season off with a bang. It was 
not an uncommon sight the first of this 
week to see women standing in line to 
gain admittance to some of the down- 
town stores. 

With the season now well under way, 
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whites are most popular, a large per- 
centage being flat-heel type sandals. 
Blue and whites are second, and there 
is still quite a demand for browns. For 
men, all-white shoes are the best sell- 
ers, with gray bucks running second. 
There has been no great demand for 
either brown and white or black and 
white sport shoes. 

It is the general consensus of opinion 
that the Fall season will start very 
early this year, due to the fact that the 
Summer was so late in starting. 


Moves to New Store 


BEVERLY HILLS, CAL.—S. P. Lerner, 
proprietor of Lerner’s family shoe 
store, is now ensconced in his fine new 
shop at 404 Beverly Boulevard, the 
main business street of the city. The 
former location was 458 Beverly Boule- 
vard. 

The walls are done in tan and buff 
and the ceiling in a marine blue. Full 
length mirrors break the wall lines. 
The furniture is in tubular steel with 
red leather upholstery. The carpet- 
ing is in rich broadloom rust. Deep 
saw-tooth type display windows lighted 
with modern fixtures have been in- 
stalled and the floor of the entrance re- 
cess done in artistic terrazzo. The space 
below the glass joining the terrazzo 
is in marble of matching colors. 
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Shop the Mar- 
bridge Building — 
Headquarters for 
Value and Style 
Under one roof... the showrooms 
of the shoe industry’s leading man- 
ufacturers ... easily accessible to 
retailers and buyers, who, in one 


visit, may learn all that is new and 
smart in the shoe world. 


fies Philadelphia's The coming season’s outstanding 
shoe styles are on display now at 


4 ‘amed hospitality. 
oy +40 fomed pitality the Shoe Buying Centre in New 
York . . . the crossroads of the 


oN uni trade... the Marbridge Building. 


Come and see them before you buy! 


PHILADELPHIA 
LARGEST UNIT IN UNITED HOTELS CHAIN 


combining every- 
thing in appoint- 
ments, conve- 
niences and luxu- 
ries that a modem 
structure could 
offer — with a ser- 
vice that exempli- 
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MRS. DAY’S IDEAL BABY SHOES 
5 Infants’ Soft Seles.. 0- 
Intermediates ...... 1-5 
Flexible Hard Soles 2-6 
Send for In-Stock 
Catalog 
MRS. DAY'S 
Locust St. 


pORAL BABY 
Danvers, Mass. 











White Elk. .$1.70 

Tan Elk.... 1.65 

Black Elk... 1.65 
Patent 


Leather. 1.65 


Sizes 








Lee Cohen Goes to Pittsburgh 


PITTSBURGH. — The Mathes Shoe 
Stores Co. has just opened in the new 
Darling Shop, 240 Fifth Avenue, one 
of the most beautiful and outstanding 
shoe departments in the city. Lee Co- 
hen, former manager of Mills Shoe 
Store, Youngstown, Ohio, is in charge. 


Cleveland Plans for White 
Season 


CLEVELAND, OHI0O—One of the big- 
gest white shoe seasons in years, de- 
spite the backwardness of the weather, 
is expected in this city. In organiza- 
tion meetings, dealers have generally 
agreed not to cut prices before July 15 
so that a full profit may be realized 
from the opportunity. Dealers here 
recognize whites as holding the success 
or failure of the Summer. Intensive 
display started the last week in May. 


Shoe Firm Reassures Employees 


BALTIMORE, Mp.—Due to the voiding 
of the NRA, C. G. Eicker, president of 
the H. W. Merriam Shoe Company, en- 
closed in the pay envelopes of all the 
factory employees a letter which stated 
that the Merriam Shoe Company would 
continue to deal as fairly and as liberal- 
ly with its employees as it did prior to 
and during the existence of the NRA. 

This letter was to set at rest any in- 
decision and doubts as to the effects of 
voidance of the NRA which might 
otherwise exist in the minds of the Mer- 
riam employees. 
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To Keep NRA Wages and Pay 


Men who attended the Jacobson Bros. outing, May 30, at Spring Valley, New York. Robert 





, at the lunch, that the company would continue to maintain the NRA 


wages and hours. 


NEw YorK—One hundred employees 
of Jacobson Bros., Bronx shoe retailers, 
received good news May 30 when 
Robert Jacobson, head of the firm, an- 
nounced that despite the adverse de- 
cision of the Supreme Court on the 
NRA, wages would remain as high and 
working hours as short as they were 
under the NRA. The announcement 
came during an outing of the employees 
and their families given by the Jacob- 
son Bros. organization, at Lakeside 
Manor in Spring Valley. 

“We are perfectly satisfied with con- 
ditions as they are,” said Mr. Jacobson. 
“We want to keep our employees happy 
both as to salary and to working hours. 
We do this because we feel that it is 
the best way to promote good feeling 
among our workers and to get the best 
results from those who work for us.” 

Murray Hillman, chairman of the 
employees’ committee, thanked Mr. 
Jacobson on behalf of the employees 
and assured him that the workers 
would continue to cooperate in every 
manner. Herman Rutkin acted as 
toastmaster at the affair. 

Jacobson Bros. operate four shoe 
stores selling shoes for men, women 
and children. This company has been 
in business in the Bronx for over a 
quarter of a century and has grown 
up with that borough. The stores are 
situated at 266 East Fordham Road; 
117 East Fordham Road; 2486 Grand 
Concourse and 651 West 181st Street. 

The inter-store baseball tournament 
was won by the 266 East Fordham 
Road store. Sam Ruskin won the prize 
of a pair of Florsheim shoes for four 
home runs. The tennis tournament 
was won by Miss Rose Lillian. Hand- 
ball game was won by Louis Jacobson, 
who received a pair of Arch Preserver 
shoes as a prize. The balloon race was 
won by Master J. Smith. The ping 
pong table set, a children’s relay, was 
won by Evelyn Nurban. 

Additional prizes were awarded to 
the following: Betty Stoller, Adele 


Katz, Helen Epler, Mrs. A. Marshall, 
Bertha Sachs, and Lillian Stoller. 

The officers of the Jacobson Bros. 
Employees’ Association are: Louis 
Jacobson, president; John J. Barry, 
vice-president; J. A. Streicher, treas- 
urer; Milton Gellar, financial secre- 
tary; Miss A. Katz, secretary. 


Protest Newark Relief Shoe Plan 


Newark, N. J.—The Retail Shoe 
Merchants’ Association, claiming mem- 
bership of 90 per cent of the independ- 
ent shoe dealers in Essex County, re- 
cently adopted a resolution protesting 
against the plan of the Essex County 
Emergency Relief Administration for 
distribution of shoes to relief clients 
only through stores on an approved 
list. 

The resolution describes the plan as 
“manifestly and obviously impractical, 
unfair and ruinous and so strongly sug- 
gestive of discrimination and favor- 
itism as to be vicious.” 

It points out that while merchants 
have been informed the system is in 
conformity with suggestions in a letter 
to all county relief units from Joseph 
H. Bigley, deputy state relief director, 
only in Essex County have they been 
interpreted “in a manner detrimental 
to the welfare of our citizens and en- 
tirely un-American as evidenced in this 
so-called approved list.” 

The stores on the list, the resolution 
charges, were arbitrarily placed there 
by George Tranter, supervisor of op- 
erations for the County ERA. Assert- 
ing there are 22,000 families, compris- 
ing nearly 100,000 persons, on relief in 
Newark, the resolution points out the 
list contains only two department stores 
in the city from which clients may ob- 
tain shoes. 

The resolution adds that the shoe 
merchants formerly filled relief orders 
satisfactorily and are still in a position 
to give the same service. 
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When You Come 
to New York 


LET THE 


COMMODORE 


SAVE YOU 


TIME AND MONEY 














Step off your train, walk across Grand Central 
Station—and right into the Commodore. Before 
you know it you'll be relaxing in a bright, airy, 
outside room with every modern convenience— 
thanking your stars for such smooth and ready 
comfort. In the heart of NewYork’s greatest busi- 
ness zone, with other areas quickly reached by 
express subway from lower lobby. Courteous ef- 
ficient service. Famous meals at attractive prices. 


Large, comfortable, outside $ 
rooms—all with bath—from 


THE COMMODORE 


RIGHT AT GRAND CENTRAL, NEW YORK 
Frank J. Crohan, President 











PROTECTED BY AMERICAN Si OCS Jand FOREIGN PATENTS 


fairy fo rims 


PUMP BY ENDICOTT-JOHNSON ; 
DISPLAYED ON FLEX-.TO-FIT 
FAIRY LAST. 


BRING OUT THE BEAUTY 
OF EVERY SHOE 


For window and counter display there 
is nothing comparable to Fairy Forms 
for bringing out the smart lines, the 
beauty and design features of every 
shoe. 


Display all your newest styles on Fairy 
Forms and you will be surprised at the 
attention they attract, and the many 
customers they bring into your store. 


Fairy Forms are made for every type of 
shoe and come in all the popular 
colors. 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 


Manufacturing Branches 
United Last Co., Ltd., Montreal, Canada 


Northampton Paris Frankfort 
England France Germany 
Melbourne, Australia Mexico City, Mexi 











When writing advertisers please mention Boot and Shoe Recorder 
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Riding Boots 
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SrocK ANE STYLES IN 


Riding, Cowboy and Lace Boots 
Write for Catalog X 
H. J. JUSTIN & SONS, Inc. 
PORT WORTH, TEXAS 


Headquarters 


A complete line of Riding. 
Field and Jodhpur Boots. 
Cowboy Boots and Boot Shoes 
Boots to meet your every 
demand in style and price. 


Our large floor stock 
means quick service. 


KIRKENDALL 
BOOT COMPANY 
Omahe, Nebraska 
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Michigan Measure, Opposed by 
Shoe Men, Defeated 


Detroit, MicH.—Only one bill affect- 
ing the shoe trade appeared during the 
recent session of the State Legislature, 
according to Nathan Hack, president of 
the Detroit Retail Shoe Dealers Asso- 
ciation. This was the chiropody bill, op- 
posed by most shoemen, which was 
killed. 

Expressing the stand of shoemen, and 
analyzing a_ situation which may 
spread to other states, Hack said: 

“Under this bill, the shoe dealer 
could not fit any shoes of a corrective 
nature. It would interfere seriously 
with the sale of all corrective shoes, 
and would adversely affect the interests 
of the public. Personally, the bill would 
not affect me, for my own son is a 
chiropodist associated with the store. 
But it would disastrously affect the 
average shoe store in selling any cor- 
rective shoes. The ordinary shoe man 
would be enslaved to the chiropodist. 
He would have to pay a bribe or a com- 
mission to the chiropodist if he wanted 
to sell any such shoes. If a customer 
came in and asked for a more comfort- 
able type of shoe, the shoe man would 
have to put him out of the store and 
send him to the chiropodist under the 
bill. This is, of course, ridiculous, and 
the whole bill is absurd. But the occa- 
sion has shown the need of organiza- 
tion to fight such nonsense in every 
state. One must be organized to be 
recognized, we found out at Lansing.” 


Stitwais Convention Program 


Prominent Mid-Western Buyers and Merchants to Take Part in 
Open Forum Discussions at Springfield 


SPRINGFIELD, ILL.— The program, 
which has been arranged for the IIli- 
nois Shoe Retailers Association Con- 
vention at the Hotels Leland and Abra- 
ham Lincoln, Springfield, Ill., June 16, 
17 and 18, promises for those in atten- 
dance a program of interest and prac- 
tical helpfulness, with Sunday given 
over to entertainment activities. There 
will be golf at the three public courses 
and the two private clubs, theatres, 
and, in the afternoon, a pleasure and 
sightseeing cruise on the newly im- 
pounded Lake Springfield, a lake with 
a 40-mile shoreline. On Sunday eve- 
ning an informal get-together dinner 
party will be held at the Leland Hotel. 
Monday’s program opens with an in- 
spection of the sample lines at the 
Hotels Leland and Abraham Lincoln. 
The retailers are being urged to place 
as much of their business as possible 
at the convention. 

At the luncheon on Monday noon, an 
informal business session will be held, 
with an open-forum discussion on the 
conduct of a successful shoe business 
and a review of Fall footwear fashions. 
This open forum will be participated in 
by the following: Marcus Rice of Fa- 
mous-Barr Co., St. Louis; Arthur Ebbs 


of the Swope Shoe Co., St. Louis; 
Harry Silver of O’Connor & Goldberg, 
Chicago; Charles E. Williams of the 
C. E. Williams Shoe Store, St. Louis; 
Albert Heintz, Quincy; John Rodgers, 
Bloomington; William J. Crawford, 
Peoria; Frank Meyer, Danville; Joseph 
Nathan, Peoria; Thomas Folrath, De- 
catur; Edward Wagner, Aurora; Wil- 
liam Ryan, Cairo; John Prescillio, Her- 
rin; Peter Jackson, Rushville; Reuben 
Metz, Chicago, and Joseph Moser, 
Peoria, as well as many others. 

The convention dinner will be held 
Monday evening, with V. Y. Dallman, 
admiral of the Sangamon River Fleet, 
Internal Revenue collector and editor- 
in-chief of the Illinois State Register, 
as toastmaster. Arthur F. Briese of 
Chicago, known as “America’s New 
Four Star Humorist,” has been secured 
as banquet speaker for the convention 
dinner. The convention will end on 
Tuesday. 





New Shoe Department 


OcaALA, FLA. — George Jordan has 
opened a new shoe department in the 
haberdashery of W. McD. Parker in the 
Merchant’s Building on East Broadway 
Street. 
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FOOT 
COMFORT. 


WEEK 


/ X\merica is getting 


on its feet! Good 
feet-—thanks to Dr. 
Scholl's Foot Comfort 
Remedies and Appli- 
ances. This is the big 
week for shoemen who 
know it is profitable to 


relieve foot troubles in 


order to prevent shoe 


troubles. 


"White Shoe Day" in Seattle 


SEATTLE, WASH.—Seattle shoe deal- 
ers staged a special “White Shoe Day” 
late this May as a companion merchan- 
dising plan of the hatters and haber- 
dashers of the city, simultaneously with 
their “Straw Hat Day.” As a result, 
sales for men’s straw hats, as well as 
white shoes, were boosted by the double 
event. 

Interesting sales promotion and a 
wealth of advertising display dovetailed 
to make a twin feature of the occasion, 
and stimulate a straw hat-white shoe 
complex. “White Shoe Day” was made 
a synonym for “Straw Hat Day,” and 
may be duplicated in future years, as 
shoes for Summer wear were shown to 
be the walking companions of the new 
straw hat or panama, featured in a 
multitude of styles. 

Many of the leading shoe dealers of 
the city, as well as some of the national 
shoe manufacturers, filled advertising 
space with excellent messages to men 
anent the value of white shoes to ac- 
company their investment in a new lid. 

White shoes, the Seattle merchants 
pointed out in a variety of ways, are 
correct for every occasion in the Sum- 
mer, including evening wear. Their 
newest Summer footwear, in various 
styles, including the popular perforated 
effects, white buckskin material, and 
crushed kids, with welts either natural 
or white, were spotlighted for the open- 
ing of the two-gun celebration. 
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Ri532 White Kid ............- $2.10 
Ri536 Patent Leather ......... 2.10 
pee White Faille ........... 2.00 
2 White Linen ........... 1.85 
841 Last, Short ame. 
16/8 Cuban H 
AAA to C Widths 
R1533 White Kid Sabeennnesee $2.10 


R1537 Patent Leather ...... .... 2.10 
R4553 White Linen .. 1.85 
8t Last, Short Vamp, 

16/8 Cuban Heel. 

AA to C Widths 








R535 White Kid ............. $2.10 
R1539 Patent Leather ......... 2.10 
R4303 White Faille ........... 2.00 
R4555 White Linen ............ 1.85 


24 Last, Full Round Toe, 11/8 
ania Heel. 
AA to C Widths 











Terms 2% 10 days, Net 30, F. O. B. Factory 
(25e Service Charge On Orders Less Than 3 Pairs) 


HANNAHSON'’S, Haverhill, Massachusetts 


SIZE IN WHITES AS YOU SELL OUT 


FROM 


America’s Largest White In-Stock Department 


MOONBEAM 
IN 


R1494 White Kid ..........+- $2.35 
R4190 White Faille ........... 2.00 
R4546 White Linen ............ 1.85 
42 last—medium toe— 
1914/8 Louis heel. 
AAA to C Widths 


errr. $2.35 
1.85 


R1495 White Kid 
R4547 White Linen ..........6+ 
47 last—medium toe— 
15/8 Cuban heel. 
AA to C Widths 
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CAMPUS 
IN 








R1136 Genuine aawe 3 er %. 35 
R1480 White Kic 
R4142 White F atte 
R4580 White Linen ............ '. 
42 Last, Medium Toe, 1914/8 
Louis Heel. 
AAA to C Widths 








R137 Genuine Silver Kid ....$3.35 
R1483 White Kid ............. 2.10 
R4583 White —_ Keeaeedaudua 1.85 
24 Last, Full Round Toe, 
11/8 Military Heel. 
AA to C Widths 
RI481 White Kid ............. $2.10 
R458! White Linen ........... 1.85 


47 Last, Medium Toe, 
15/8 Cuban Heel. 
AA to C Widths 








Send for New, Complete Summer Bulletin 





Camden Relief Shoe Plan Success 


Footwear Distributed Through Retail Stores and Holders of Orders 
Have Rights of Cash Customers 


CAMDEN, N. J.—Since abandoning as 
a failure its centralized distribution 
bureau, the Camden County Emergency 
Relief Administration has been pleased 
with the cooperation of retail shoe deal- 
ers in supplying relief families with 
shoes. 

Restoration of relief trade to the mer- 
chants was announced by William W. 
Logan, Camden County relief director, 
when he issued a rigid set of rules and 
restrictions to be closely adhered to 
by vendors if they are to remain on the 
approved list. 

The new rules entitle holders of or- 
ders for relief shoes to “all the rights 
of a cash customer.” To stress the 
point, shopping relief clients are refer- 
red to as customers throughout the set 
of regulations. 

Following are some of the rules and 
regulations: 

Positively no cash must be given in 
exchange for relief orders. 

If the relief recipient offers money 
for the purchase of a more expensive 
item than that specified on the relief 
order, the merchant shall immediately 
so notify E.R.A. headquarters. 

Orders must be signed in the pres- 
ence of the vendor by the customer. 





All merchandise delivered must be 
itemized and priced on the relief order. 

Orders must not be honored unless 
duly signed by an authorized represen- 
tative of the Emergency Relief Ad- 
ministration. 

Representatives of the Emergency 
Relief Administration showing proper 
credentials must at all times be given 
facilities for inspection of transactions 
with customers. 

High-heeled shoes are not permitted 
school girls. 

Orders for men’s shoes shall be 
plainly marked “work shoes” or “dress 
shoes.” 

All merchants licensed must bear a 
good reputation and must be citizens of 
the United States, must be located in 
Camden County and must have been in 
the shoe business within the county for 
at least one year prior to making ap- 
plication. 

No merthant shall advertise the fact 
that he accepts relief orders by any 
other means than the display of his 
license card. 

No merchant shall maintain “run- 
ners” at or near the E.R.A. district 
offices for the purpose of rushing re- 
lief recipients to the store hiring the 
“runner” or for any similar purpose. 






New Catalog Issued 


CHIPPEWA FALLS, WIS.—The Chip- 
pewa Shoe Mfg. Co. of Chippewa Falls, 
Wis., has just issued a new catalog 
illustrating, in color, their complete line 
of men’s and boys’ work, dress and 
sport shoes, also their complete line of 
women’s service, dress, ski and outdoor 
sport boots. An added feature of the 
catalog is the illustrating on the last 
three pages of their complete line of 
footwear, numbered so that customers 
may take full advantage of their free 
mat service. 


O'Connor in New Job 


SANTA MONIcA, CALIF, — Maurice 
O’Connor, formerly manager of Sto- 
ner’s Shoe Store at 1413 Third Street 
and prior to that manager of Stewart’s 
at the same address, is now connected 
with the Smith-Robinson Shoe Com- 
pany’s store at 1347 Third Street. 








Shop in New Location 


RIDGWAY, PA. — The Quality Boot 
Shop, operated by Bottorf & Larson 
here, moved last week from its store 
next to the Salberg Hotel to 245 Main 
Street. The new location has been 
completely renovated and a number of 
modern improvements made. Among 
attractive features are the display win- 
dows and the new entrance. Footwear 
made by Friedman-Shelby heads the 
stock of this shop. 
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Men's and Women's 
Slippers 


8 8 8 EO 


EVANS’ ‘SLIPPERS 
Hand turned — Cement 
Padded Sole 
For Men, Women, Children 
77 Styles in Stock 


Send for Catalog 


No. 1435R 
Tan Kid. 


L. B. EVANS’ SON CO. 
Wakefield, Mass. 
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Stores Feature New Flats 


Los ANGELES, CALIF.— The Myer 
Siegel Company, on Seventh at Olive 
Street, in its new modern shoe depart- 
ment, is strongly featuring “flats” in 
smart sandals for all-summer wear. 
Among those played up in a big way 
are creations in white cordaleen, linen, 
kid, buck and other materials. Colors 
are shown in great variety, including 
navy, brown, beige, black and white. 

Bullock’s downtown store is making 
a large showing of “flats” stressing the 
general trend toward the acme of com- 
fort and freedom in play footwear. 
Bullock’s is showing a large array of 
sandals in more or less riotous colors, 
the “flats” appearing in both the more 
regular and in so-called “amusing cas- 
ual types.” Popular among these large 
groups is a rough crash with suede 
stripes in blue, black, red, brown and 
yellow priced at $6.75. Peasant san- 
dals and canvas sandals with novel fea- 
tures involved, but all with flat heels, 
are shown in big selections. 



































New Foot Health Department 


Erie, Pa.—A large new “Foot Health 
Headquarters Department” was opened 
recently by Orthopedic Shoes, Inc., in 
the Lenora Remick Shop, 807 State 
Street. The opening announcements 
that this new department would carry 
the Ground Gripper, Cantilever and 
Physical Culture lines brought out 
throngs of new and old friends. 





Opening window display featuring 
Foot Health Headquarters in Erie, 
Pa., store. 


Mr. A. F. Cunningham, eastern dis- 
trict manager for Orthopedic Shoes, 
Inc., supervised the opening, spending 
four days in Erie working with Mr. J. 
A. Holub, who will permanently manage 
the department. Mr. Holub is experi- 
enced in the management of a “Foot 
Health Headquarters” department, hav- 
ing been associated with O. S. I. stores 
in Cleveland and New York City. 

The fittings for the new department 
were constructed in New York, in con- 
formity with designs drawn by Ortho- 
pedic Shoes, Inc. The appointments are 
modern in every respect, making the 
department an outstanding example of 
complete equipment for a Foot Comfort 
Service. 

Special window displays were ar- 
ranged for the department’s opening, 
and subsequent displays will be con- 
structed to promote the three famous 
brands of shoes. A newspaper cam- 
paign has also been instituted which 
features the new department and its 
unique ability to deliver complete foot 
comfort to all types of feet. 





First Outing a Success 


MIAMI, FLa.—The first of a series 
of six outings to be held during the 
Summer for the personnel “of Butler’s 
and Boyd’s shoe stores was a big suc- 
cess. The outings take place on Sun- 
day and are in the nature of an all-day 
fishing cruise. Prizes are awarded for 
the largest and smallest fish caught. 
Games and entertainment are provided 
and a fish dinner served on board the 
special boat which carries the party to 
Florida’s famed fishing grounds. 
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Baker Joins Biltmore Shoe Co. 


New YorK.—James T. Baker, for- 
merly of the firm of Cardone and Ba- 
ker, Inc., manufacturers of bench-made 
shoes, and more recently representing 
Morrill and Webster of Haverhill, 
Mass., has taken the Biltmore Shoe 
Company’s line for New York City, 
Boston and the principal mid-western 
cities. 

The Biltmore Shoe Company manu- 
factures medium-priced turns and in- 
cludes some of the leading stores among 
its customers. Their factory is located 
at 826 Broadway, New York, and Mr. 
Baker’s office is in Room 465, Mar- 
bridge Building. 

In addition to the Biltmore line, Mr. 
Baker handles Jerro Brothers boudoir 
slippers and sandals. 





New Barnett Manager 


PASADENA, CALIF. — R. H. Givens, 
formerly connected with the main store 
of Barnett’s Bootery at Long Beach, 
is the new manager of Barnett’s Boot- 
ery here at 161 East Colorado Street. 
F. M. Peers, veteran southern Califor- 
nia shoe man who has been manager of 
the local Barnett store for a year, has 
retired because of ill health and is mak- 
ing plans for going into some kind of 
out-of-door work. 

Before coming to California Mr. 
Givens was connected with The Vanity 
Boot Shop at Mobile, Ala. 
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LITTLEWAY PROCESS COMPANY 
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FOOT 
COM FORT. 


WEEK 


la full page in The 


Saturday Evening 
Post, a large ad in the 
American Weekly — 
and ads in other lead- 
ing magazines and 
newspapers are telling 
millions of people that 
there is a Dr. Scholl 
Remedy or Appliance 
for every foot trouble. 
Tie in with this big 
event. 





J. Leo Dowd Joins Edwards 


PHILADELPHIA—J. Leo Dowd is now 
associated with J. Edwards & Co. and 
will represent this firm in Ohio, Mich- 
igan, Illinois and Wisconsin. Mr. Dowd 
visited the factory recently to receive 
his Fall line of. samples and he is now 
on his territory. 





Gude's Broadway Store To Close 


Los ANGELES, CAL.—A]} Gude has an- 
nounced that the Gude’s store at 725 
South Broadway will be closed as soon 
as the stock has been sufficiently re- 
duced for consolidation with the main 
Gude’s store, 422 West Seventh Street. 

Since the opening of the Seventh 
Street store, one of the largest and 
finest shoe stores in the world, the store 
on Broadway has been maintained part- 
ly because of the lease which had not 
yet expired. 

The uniting of the two stores, Mr. 
Gude states, will simplify and intensify 
operations, combine and enlarge stocks, 
eliminate service duplications and speed 
service. 

The Broadway store was the third 
home of the Gude Company and has 
been occupied by Gude’s for many 
years. It was the largest store in the 
city before the new Gude’s was estab- 
lished on Seventh Street. Selling was 
done on four floors. 

The consolidation of these stores on 
Seventh Street is an indication of the 


rapid development of that street in re- 
cent years as a high class shopping 
center not only for shoes but for other 
merchandise as well. The new store 
which was given publicity throughout 
the world when it was opened to the 
public early in 1934 is in the very cen- 
ter of one of the best blocks on the 
street. 

It has been the policy of Gude’s to 
follow the trend in the growth of the 
city toward the finer business locations, 
the growth of the city having been un- 
precedented in history. The store at 
725 South Broadway for years occupied 
a primary location for fine shoe retail- 
ing, the city block in which it was lo- 
cated standing first in the world in the 
volume of fine shoe sales. No less than 
five million dollars’ worth of shoes were 
sold in one year in this block on Broad- 
way between West Seventh and West 
Eighth Streets a few years ago. In 
recent years the retail shoe district has 
spread to take in two blocks on West 
Seventh and particularly the south side 
of the street. 


Scotch Grains Still Popular 


SANTA MONICA, CALIF.—Campbell’s, 
one of the leading stores for men and 
boys at Santa Monica, is still experi- 
encing a keen demand for the heavy 
scotch grain leathers for outing pur- 
poses. The delayed warm weather has 
kept up the demand for these shoes. 

The bulk of shoes sold, however, are 
in all-over white buck and in white 
buck with brown calf trim. Wing tips 
and perforations are popular. 
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Thomas B. Goodwin 


PASADENA, CAL. — Funeral services 
were held here for Thomas B. Goodwin, 
82, former Washington, D. C., shoe 
manufacturer, who died at his home at 
392 North Catalina Avenue from nat- 
ural causes incident to old age. Mrs. 
Goodwin, 79, preceded her husband in 
death by only 17 days. 

Mr. Goodwin was found dead in his 
bed by members of the household. 

Born in Alexandria, Va., Mr. Good- 
win spent his active life in the shoe 
manufacturing business, conducting an 
exclusive, made-to-order factory in the 
nation’s capital. He retired from active 
business 24 years ago and made Pasa- 
dena his home after that time. He is 
survived by two sons, Thomas B. Good- 
win, Jr., of Los Angeles, and Frank M. 
Goodwin of Inglewood; by two grand- 
children, Guy and Frances Goodwin, 
and by one great-grandchild. 





Shoe Men Nominated for 


Directors 


BuFFaLo, N. Y.—Included among the 
nominees for election as directors of the 
Main Street Association at the annual 
meeting to be held in June in the 
Lafayette Hotel are these representa- 
tives of footwear retailers: Walter J. 
Brunmark, president of J. N. Adam & 
Co.; Winthrop Kent, president of Flint 
& Kent; Weldon D. Smith, vice-presi- 
dent of Adam, Meldrum & Anderson 
Co., and John Steuernagel, president of 
the Kleinhans Co. 





U.S. Minister Felicitates Shoe Man 





To celebrate the completion of 25 years in business, Peter Sorensen, shoe manufacturer of 

Denmark, gave a dinner to associates and distinguished guests, including the American 

minister to Denmark, Mrs. Ruth Bryan Owen, Th. Stauning, Danish Prime Minister, the Danish 

representative of United Shoe Machinery Corporation and heads of important business firms. 

Mrs. Owen is seventh from the left in the back row, facing this way and at her left 
is Mr. Sorensen. 
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Whites Dominate Chicago 
Men’s Picture 


CuHIcaAGo—Men’s sports shoes are 
being given more attention in Chicago 
this season than ever before. Mana- 
gers, generally, predict an unusually 
big season, especially in plain whites 
and in light-weight golf shoes with 
crepe soles. The show windows all 
through the loop retail district and in 
outlying community centers are a field 
of white. The greatest volume, mana- 
gers predict, will be in the $4.50 to 
$6.50 grades in plain tip and in wing 
tip ventilated types. 

A. J. Mathews, Hanan & Sons, said 
without hesitation that men’s white 
sports would constitute well over 80 
per cent of sales volume at Hanan’s, 
with 25 per cent of this total going 
into tan and black combinations. In 
the pure whites, Mathews said, the 
ventilated wing tip numbers would 
account for most of the sales. The new 
tan shades are being well received, he 
said, but only in small volume. Cut- 
outs and sandals are being experi- 
mented with, but we do not expect any 
great demand for these, he stated. In 
the golfs we find that the new lighter 
weight reversible buck browns with 
crepe soles are proving to be popular 
at the start of the season. Customers 
seem to prefer these to the older heavy 
type. 

W. C. Young, district manager of 
Nunn-Bush, Jackson Boulevard store, 
says undoubtedly whites will account 
for 85 per cent of volume this summer. 
This will be divided about fifty-fifty 
between plain and wing tip ventilated 
types, he said, with a considerable 
sprinkling of the Algonquin type. We 
are exhibiting one-cut-out number as 
an experiment, but cannot predict what 
part this type will play in the season’s 


volume as yet, he said. Crepe soles in 


golfs are the big sellers and are going | 
over nicely in the new popular reverse | 


calf brown. 

M. D. Rice, manager of the Wabash 
and Monroe Street Regal store, looks 
for a 90 per cent sale of perforated 
wing tip whites, mostly in the $5.55 
grade. This one style exceeds all sales 
in white at this time and looks good 
for the Summer, he says. Plain tips 
are selling some, but not anyway near 
the volume reached by the perforated 


type. 


We are showing one sandal in | 


plain white, but have stocked only a | 


few for experimental purposes. Golf 


shoes are selling better this season than | 


for a long time, owing, I believe, Rice 
stated, to the lighter weight of this 
season’s models and their adaptability 


to other sports such as yachting and | 


camping, for which they make the ideal 
shoe. We show the same number of 
brown reverse buck with crepe soles 
in white and in the Monk style with 
extra thick red crepe sole. 
seem to like the new crepe sole and 
go for it in a big way. We find that 
young college chaps like this type of 
sport shoe for campus wear, especially 
in the all white. We are selling a few 
greys, but not many. 


George H. Weber, Stetson Shops, 


Customers | 


says he was never more optimistic | 


about men’s white sports than this 
season. They will account for 85 per 
cent of our volume, the most of which 
will be in the ventilated types. 

The department stores, while some- 
what more conservative in their esti- 
mates, agree that men’s white sports 
in the ventilated types will dominate 
the sales volume to an average of 75 
to 85 per cent. 





New Ad Idea 


REDLANDS, CALIF.—Gair’s, Inc., lead- 
ing Redlands men’s store, accomplished 
its most successful clearance on shoes 
when a sale bulletin patterned after 
the front page of a sensational news- 
paper was used, the “shoe story” being 
featured as the leading news story at 
the upper left and with two-column 
headlines. 

The page was as complete as could 
be, with a_ two-line, eight-column 
streamer across the top, and every item 
advertised being framed up like a live 
news story of the day. A glint of hu- 
mor ran through the entire page, the 
following headline on men’s socks be- 
ing a sample: “Men’s Socks on New 
Footing! Women’s Drive Against 


Darning Foreshadows Active Buying.” 
The shoe story being one of the lead 
stories was presented without humor, 
but with a dash of headlines. 

To make the clearance more unusual 
and more “newsy,” it opened at 7 
o’clock in the evening. 


Milton M. Gair, president, states that 
this type of advertisement got away 
from the usual sale advertisement and 
by its novel appearance drew wide at- 
tention. Incidentally, Mr. Gair’s ad- 
vertising has attracted national atten- 
tion, a greater number of his advertise- 
ments being given national recognition 
in advertising journals. 





Association Stages Membership 


Drive 


DETROIT, MicH.—Detroit Retail Shoe 
Dealers Association raised annual dues 
to $5 this week. This increase is in- 
tended to cover the added services 
which membership now offers. 

At the same time, Otto Bray was ap- 
pointed chairman of a committee to 
stage a big membership drive. The out- 
lying stores will be the especial object 
of this campaign. The organization now 
includes most important downtown 
stores, but has been rather weak among 
neighborhood merchants. 
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DAY Ye) | ks 


FOOT 
COMFORT. 


WEEK 


Theis with this big 


event by displaying 
Dr. Scholl's Foot 
Comfort Appliances 
and Remedies in your 
window. When you 
make people “Stop 
andlook”’ you get the 
lion's share of this ex- 
tra foot relief business. 





The association has voted to continue 
all future meetings as evening affairs, 
with dinner served to open them. 





Miles Holds Free Outing 


New York.—Miles Shoes, Inc., 75 
Varick Street, New York, held a free 
cuting for their employees Sunday, 
June 2, at Indian Point. They char- 
tered a boat, the S. S. Monmouth, for 
the trip, and over 800 employees at- 
tended the outing. 

At Indian Point a baseball game was 
arranged and was won by the boys of 
the warehouse. Following the game a 
dance contest was held and the first 
prize went to I. Mayrowitz of the New 
Brunswick store and the wife of the 
manager of the Perth Amboy store. 
An amateur contest was held and won 
by Leo Mayers, with Tony Taglare and 
Blanch Luis winning the second and 
third prizes in order named, 





Reservations Made for 
Convention 


DETROIT, MicH.—Seventy-five manu- 
facturers’ reservations have been re- 
ceived to date for the annual conven- 
tion of the Michigan Retail Shoe 
Dealers’ Association. This will be held 
next January in Detroit, for the first 
time in several years. The volume of 
reservations is already nearly as large 
as at last year’s show, President Clyde 
K. Taylor reported. 
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Everyone Passing 





is a Possible Prospect 


SELL THEM 
[It indo 


DISPLAY. CARD SAMPLES, HARMONIZING TICKETS 
and SELLING MESSAGES SENT ON REQUEST 
























Harmonizing summer colors 


offer a perfectly blended trim. 

Modernistic rose design, with 14 snappy and informative selling messages 
contrasting shade of turquoise each month for men's, women's, children's shoes, 
blue, on white mottled board. women’s hosiery, store service, fitting, quality, styles. 
The display card is 8” x 14”. Single cards, 60c each—without text, 35¢ each 


ATTRACTIVE HAND LETTERED PRICE TICKETS 


In popular denominations and blank. Samples of in-stock 


tickets available. 


WITHOUT STORE NAME: 6 dozen, $1.10—12 dozen, $2.00 
WITH STORE NAME: 100 tickets, $3.00—200, $5.00 


MERCHANDISING AIDS 































































































Po Gu Pp Polly Clips 
7 LLY for Price Tickets—Adijustable— 
for Price Tickets Tilt at any angle. 
Yo gross ............. $2.25 & 
le : 
Polly Shoe Holder s j 
CARD HOLDERS avaiew rhe ay and [PELOROED ; 
Be ° A iy 
Oval base—burnished qold— co anaes ondiien. “ae aesaeuae 
three-color trim. These modern- Yo dozen ............. $1.65 
istic holders take any size card, | dozen.............. $3.00 a 
and harmonize with the finest oe ‘ 
window display fixtures. Recorder Stock Record Size... : | 
Supplied with annual services. Tickets : 
for shoe cartons. Clips in Fetan..--vove e \ 
cluded: q 
CREST ee eee sesseaea y 




















When writing advertisers please mention Boot and Shoe Recorder 





BOOT AND SHOE RECORDER, June 15, 1935 


FEATURE POINTERS 


precisely point out in-built values. These 
ARROWS are obtainable in two combina- 
tions: corn with green border, or buff with 
green border. Choice of forty selling phrases, 
or blanks. 


12 dozen (printed or blank) 


SPECIAL: 


Combination of one gross Polly 
Clips and “22 Arrows, only 


ANNUAL DISPLAY CARD 
SERVICE INCLUDES 


EXCLUSIVE FRANCHISE with annual card service to one merchant in an 


average size town, suburb or city shopping center. 


STORE WINDOW BULLETIN, supplies merchandising and display suggestions 


each month. 
SPECIAL CARDS, with wording as wanted. 
EXCHANGE OF CARDS: Annual card service subscribers may exchange any 


cards received for others of the current month, whose text better covers 
their merchandising program. 


PRICE TICKETS: Blank tickets, harmonizing with the current month's cards, 
supplied free. 


IMPRINTED PRICE TICKETS, with prices as wanted, to assure well blended 
trim, are 35¢ per fifty, additional. 





SERVICE | MONTHLY HOLDERS TICKETS 





No. |! $5.00 6 100 





No. 2 4.00 4 100 





No. 3 3.00 





No. 4 


FOR ITSELF + IN 
@g INCREASED BUSINESS 
/Mail Coupe Vow! 


ruins 


























UE 














“o i iad 
White board,  Rose-pink board. | White board: de- Pale blue board, 
green and gold— Lavender and_ signintwoshades dark blue trees, 
yellow desiqn. green desian. of qreen. and golden moon. 
Size: 12” x 234”—Prices on opposite page. 
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for 


subscribers 


must be drawn on VU. S. 


J 
re 
D 
a 
a 
4 


additional 


. per year, payable 
each month’s service deliv- 


we agree to pay $1.00 


banks, or include exchange. 
month 


For this service we will pay 
cash in advance, full year’s 
service, 5% discount. Checks 
If for any unforeseen reason 
we wish to discontinue ser- 
vice before expiration of or- 
ered, and agree to return the 
card holders 


from. foreign 


der, 
per 


FOR 


MERCHANTS SERVICE DEPARTMENT 
BOOT &€ SHOE 
MH CcOVvAEY 


209 S:STATE ST: CHICAGO-:ILL: 


Cheek with order, please, unless C.0.D. preferred 


one 
Service 


for 


IMPRINTED 


TICKETS, at 35¢ per fifty, 
additional 


Card 
.-» consisting of 


monthly 


for 
. card holders (with 


Please enter our order for the 
Recorder ‘Selling Messages,” 
beginning with JUNE, con- 
the first month’s service), 
blank tickets each month, 


tinuing 
year, 
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CLAWIFIED ann WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 
| 










































SALESMEN WANTED POSITION WANTED POSITION WANTED 




















ANTED SIDE-LINE SALESMEN, n 
2 sales — f a retail rates to sell. a 
! t tc 
a gg Fe Kong Frege EXECUTIVE AVAILABLE 
e the t rm now representin . . . . 
Address F.274, care Boot & Shoe Recorder, 239 Outstanding factory head and executive with national reputa- 
ae ee Seem, Sew vere, tion and wide experience in all phases of women’s shoe manufac- 
turing and distribution, is available for a responsible position 
XPERIENCED SALESMAN Sie” dace Cap- * the h * d t H f ll ae at d 
able of selling beautiful in-stock line of in es oe In us ry. as SUCCESS u y promo © severa rade- 
Women's Novelty Festwear, $1.95 snd $2.92 marked lines, directed activities of nation-wide sales staff, and 
etailers—also strong line of Sport Oxfords and ° 
Arch Shoes. Commission basis only. Drawing inaugurated and operated successfully large stock departments. 
State “ig, references and “annual sales States For further information regarding this man address 
ta, 
Towa Nebraska, Louisiana , Colorado and Cali E. B. TERHUNE 
2-30) oot 
corder, 239 West 39th pte et one BOOT AND SHOE RECORDER 
239 West 39th Street, New York Cit 
RADE-MARKED line children’s _ shoes, ; Y 








stock in Chicago, has Indiana, Ohio, Wis- 
consin, and Detroit open as side-line. Address 
E-500, care Boot & Shoe Recorder, 209 S. SHOE man age 34, desires position as store or 


State St., Chicago. department manager, has had sixteen years’ 
. retail experience, ten years as manager, thor- BUSINESS OPP ORTUNITY 
oughly familiar with chain store operation, also 


window trimming, employed in New York, will- 
ing to go anywhere. Address E-293, care Boot 


































































































: SHOE MFRS SUPPLIES & - gn ml 239 West 39th Street, New 
= Y * 
or AN OPPORTUNITY 
TO GO INTO BUSINESS FOR YOURSELF 
ANAGER—Proven abilit Age 26. Six 
ATTENTION years’ successful aaeneies, —-g~ at BE YOUR OWN BOSS 
Slipper and Shoe Manufacturers a a a ee There is an opening for the right 
anywhere. res e e man in a city o ,000 population 
= p.§ pone pe By hy 4 Recorder, 239 West 39th Street, New York, to get the franchise for one of the 
hand. 1. A country’s best advertised lines of ( 
Prices and samples on request. Women’s Shoes. 
NATIONAL FUR DYEING CO. ANAGER seeks better connection. Thor- The manufacturers of this line will 
820 E. 16th St. Los Angeles, Calif. weagtanly experienced in completely managing cox teak catetiaeee an nical ) 
1 ’ 
Age 30, sold shoes for 14 years and wishes to ae one apemesion. Write, stating { 
change where there is chance to advance. Cap- cemaa bo 7 cas ee are willing to 
able 7 —— on re ve to ae “ot: AE CAPCEICNCS, ] 
care Boot oe Recorder, est 39t Address E 301, j 
LINE WANTED ; Street, New York, N. Y. care Boot and Shoe Recorder, { 
239 West 39th St., 
gg Bit ; New York City, N. Y. ( 
anufacturer’s line, women’s, 
Wane and children’s; good grade; stotk FOR SALE OR RENT : 
proposition, New York — — enone’ t 
twenty years’ experience; best reference 4 
dress E-296, care Boot _& Shoe Recorder, 239 FOR Sale or Rent very reasonable. Davis : 
West 39th Street, New York, N. Y. shoe factory building, 2 story brick and con- s 
crete, 55 x 160, maple floors, sprinkling system, SHOE STORE WANTED e 
Kewaunee boiler, electricity, sewerage, lava- 
SHOE Salesman: 10 years’ experience with tories, 3 acres. Hoxieon is 55 miles N. W. of 
large concern, desires connection with rep- Milwaukee, highways 28 and 33, on the Mil- r 
utable concern. Ladies’ Novelty Line, preferred waukee Railroad in the heart of the dairy belt, YOUNG married man desires shoe store for 
to cover Southeast Texas, travel in my own 2500 inhabitants, German descent, labor condi- cash _ consideration. Must be bargain. Ad- Ss 
car, and can furnsh A-1 Reference. Write tions ideal. Closing an estate. Administrator, dress E-302, care Boot & Shoe Recorder, 239 Ss: 
P. O. Box 1836, Houston, Texas. 3541 No. Summit Ave., Milwaukee, Wisc. West 39th Street, New York, N. Y. S 
p 
CLASSIFIED ADVERTISING RATES - 
The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- S| 
mum charge 75 cents. For all other classified advertisements the rate is 7 cents per word. Minimum charge $1.25. n 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 
address should be counted. is 
The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. A 
Classified advertising is payable in advance. of 
ES Advertisements for this page must be in our New York office on Friday of the week preceding publication. “@&j ch 
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FOR LEASE 


WANTED TO PURCHASE 


MERCHANTS’ NEEDS 





100% LOCATED store in southern town of 
O 20,000 has space to lease for medium 
and better grade women’s shoe department. 
Address E-303, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 


FOR SALE 


[UNUSUAL opportunity — For sale, fully 
equipped shoe store, complete stock men’s 
and women’s shoes—doing $30,000 yearly—in 
the heart of New York City’s lower priced 
shopping center—reasonable rent—good lease. 
Address E-295, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 














BEST Shoe Store in Eastern Indiana City of 

16,000. County Seat, Automobile Mfg. 

Good Location. Doing Nice Business. Good 

Reason for Selling. Address E-298, care Boot 

$ ane Meosrer, 239 West 39th Street, New 
ork, 


BUSINESS OPPORTUNITY 














Money in Foot Correction— 
BE A TECHNOPEDIST 


Our graduates are building successful practices in 
this new and dignified profession. Home study 
Course, including working models and equipment, 
furnished at low cost. Easy terms. Write. 

THE TECHNOPEDIC INSTITUTE 
671 BROAD ST., NEWARK, N. J. 

















Federal Shoe Labelling 
Bill Killed 
[CONTINUED FROM PAGE 51] 


“Is the public entitled to know what 
it is buying?” 

“I think it is,” said Rich. “In fact 
the purchasing public has considerably 
more judgment than the average legis- 
lator gives it credit for having.” He 
stressed the fact that the public in 
buying cheap shoes, knows that cheap 
materials are incorporated in the foot- 
wear. 

A telegram from I. M. Kay, presi- 
dent of the Berland Shoe Stores, Inc., 
of St. Louis, Mo., was introduced, 
which stated that the bill should be 
opposed in that it safeguards nothing 
for the consumer, complicates opera- 
tions for the retailer by adding to the 
retailer’s operating costs, ultimately 
increasing the costs to the consumer. A 
telegram from Frank S. Rice, presi- 
dent of the Rice O’Neill Shoe Com- 
pany, also of St. Louis, was read into 
the record, in protest to the Neely bill 
as “in no way safeguarding the con- 
sumer and of great annoyance and 
expense to the manufacturer.” 

J. T. Keating of Boston, Mass., rep- 
resenting the heavy leather groups, 
spoke in favor of the Neely bill. He 
said: “The People of the United 
States are, as far as we are concerned, 
privileged to buy shoes constructed of 
other materials than leather if they 
see fit to do so, but we feel that they 
should know what they are buying and 
not be deceived.” 

F. P. Veitch of the Bureau of Chem- 
istry and Soils of the Department of 
Agriculture stated that, after a study 
of the bill’s administrative costs, that 
checking the ultimate retail business is 
impracticable, as set forth in the bill. 








WE BUY 
Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, Arch Preserver, Queen Quality, Bos- 
tonians, Ete. 


IRVIN RUBIN 

“The House of Jobs’’ 

89 Reade St. Cor. Church 
Phone Barclay 7-7887 


New York City 








CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS 


References: I. Miller, Nunn-Bush, Geller, Beck, 
Saks—5th Avenue, Melville, Bostonian, etc. 
BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 5181 








Buyers of Surplus Stocks 


We will buy surplus or entire stocks of shoes 
from manufacturers, jobbers or retailers. 


QUANTITY NO OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phone Worth 2-5377 and 5378 

















W. C. Waring, Jr., representing the 
manufacturers of shoe linings, told the 
Senators that if such conditions of mis- 
representations exist they should be 
cured, “but they do not exist.” 

W. L. Finger of the Rubber Manu- 
facturers Association of New York 
City asked that rubber shoewear be 
exempted from the provisions of the 
Neely bill, as there is no possibility of 
deception with rubber shoes; the cost 
of marking adds needlessly to the con- 
sumer’s costs; and labeling is useless 
if generalized, and unintelligible to the 
consumer if detailed. The Neely bill 
is no good unless it also requires de- 
scribing the serviceability of the shoes 
in addition to materials, he declared. 

Herbert A. Derry of the Shoe Divi- 
sion of the U. S. Rubber Company, also 
protested against passage of the bill. 
He stated that shoe retailers had told 
him that the measure would arouse 
great confusion, not only in the minds 
of the customers, but also for the clerks 
in the trade. The consumers’ inter- 
ests are well-protected today, and thus 
further legislation is the essence of 
“futility, impracticability and utter 
uselessness,” he declared. 


Production Run Continues 


Brockton, Mass.—With the _ pre- 
Easter run of Brockton’s factories in 
general the highest in recent years, 
production continued on through the 
Easter holiday and eased up only last 
week, with the majority of south shore 
factories registering an exceedingly 
high level of business. Orders booked 
assure good production up to the an- 
nual lull for stock-taking purposes. 

E. T. Wright, Commonwealth Shoe 
& Leather Company; Thompson Bros. 
Shoe Company, E. E. Taylor, M. N. 
Arnold, C. H. Alden, George E. Keith, 
Field & Flint, W. L. Douglas, Stone 
& Tarlow and M. A. Packard Company 
have far exceeded their expectations 
for the first half of 1935, while the 


$41.00 
GROSS 


$2.25 
HALF GROSS 


Pouy Cup 
for Price Ti ~~ 


Tilts at Any Angle 


M. D. Pollinger Co. 
HOLLAND BLDG. 
ST. Louls Mo. 











A PHENOMENAL SUCCESS 


A Sensational shoe reshaping machine, 
the most practical device for the scien- 
tifle conforming of shoes. Most ero- 
nomical to operate. Eliminates, slip- 
ping at heels, gapping at sides of shoes. 
Is practical for almost every fitting need. 
a, ean coast coast are satisfied 
end for descriptive literature. 

Machine. without hand iron.. 28. 
Machine complete with hand iron $35.00 
Hand iron Ce 15.00 
f.o » New York City | 


ae 
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DUNDE SHOE RESHAPING _D ~DEVICES, ine. 


18 EAST 37th ST. ORK, N. 




















C. A. Eaton and Old Colony Shoe com- 
panies are rounding out a most suc- 
cessful run on sport patterns. 

That the quality shoe is slowly but 
definitely on the way up may be found 
in the steadily increasing run at Stacy- 
Adams Company, where Vice-president 
John McElaney cites the booking of 
18 new accounts who have added a 
$12.50 shoe to their lines. 

Doyle Shoe Company at Brockton, 
Givren Shoe Company at Rockland, and 
the John E. Lucey Shoe Company at 
Middleboro, all making in the lower 
priced brackets are still at capacity 
production and sufficient orders booked 
to carry through the Summer months. 


Whites Move Better This, Year 


OmaAHA, NEB.—While the figures for 
May this year in comparison to those 
of last year will look very poor, the 
season as a whole will look far better 
than last year, according to S. Teper, 
manager of the shoe salon of Goldstein- 
Chapman. 

“Last year,” he says, “the white sea- 
son started the 1st of May and a phe- 
nomenal business was done in whites 
during May. Then it all dropped with 
a dull thud and we had to start sales 
early in June to move stocks. This 
year the weather has been cool during 
the first part of May and people will 
buy white shoes clear through June and 
July. 

“When the white season is over, our 
records will show a much better result 
than the total season last year.” 
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Next Week 


VER since the Style Conference the 

RECORDER has been analyzing, from week 
to week in its style features, important de- 
velopments that promise to have a determin- 
ing influence on styles for Fall. These articles 
have related to both men's and women's 
shoes, and have reflected the viewpoints of 
important retail centers, East and West. Two 
weeks hence, in our Fall Fashion Feature of 
June 29th, we plan to bring together all of 
these various strands of the fashion fabric 
and to present a co-ordinated picture of 
shoe styles for Fall. 

In advance of this elaborate fashion pres- 
entation, however, the RECORDER proposes 
to tell next week the detailed story of 
another important phase of the shoe busi- 
ness, namely slippers. Slippers today are 
much more than an accessory line in virtually 
every shoe store. Théy form one of the most 
important profit lines of progressive mer- 
chants, and as such are capable of adding 
extra business, with intelligent promotion, in 
every month of the year. Next week we 
indicate and amplify the profit possibilities 
in slippers. 

Harry Terhune, RECORDER Field Editor, 
winds up a stay of several weeks in Los 
Angeles and next sums up the story of his 
observations in the movie capital, which he 
rates "a AAA No. | shoe town." His article 
is full of interest because he tells in detail 
of the changes in retailing that have occurred 
in @ community famed for its up-to-the- 
minute merchandising methods, and therefore 
prophetic of the future of retail distribution 
everywhere. 

Children's shoe promotion and Summer win- 
dow displays, are two of many other timely 
subjects to be covered in text and pictures 
in the RECORDER'S June 22 issue. 








New Shoe Executives 


Des MoINEs, Iowa—New executives 
in the shoe industry in Des Moines 
include C. S. Cover, formerly of Fort 
Dodge, who is manager of Kinney 
Shoes, Des Moines store. Frank Holt, 
new assistant manager, comes from 
Kansas City. Fred Ennis has arrived 
from Milwaukee to become assistant 
manager of Burt Shoes, recently opened 
in the city. 


New Improvement 


for Shoe Store 


PROVIDENCE, R. I.—Phillips, retail 
shoe store is displaying a fine, modern, 
new entrance which has just been con- 
structed. The interior of the store, in 
basement location, is now being en- 
tirely remodeled and refinished. 
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All 
Now Cah Fed 
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The woman who buys a shoe during July or August 
wants a dark shoe, but she wants a cool shoe. She 
buys it to wear on hot pavements, with printed 
dresses on dark grounds, with dark sheers, with the 
silk dress that she buys for between-seasons. 


Give her kid—for ease in walking and for stream- 
line smartness; give her New Castle kid—for fine- 
ness of grain, and firmness of texture. 


biden KS nvm Mo. 172 


Volume—for wear with all colors but black 


O)iental Orblood No. 1450 


Promotional—to tie in with the Dubonnet acces- 
sories sold successfully this summer, and with the 
many white-and-Dubonnet prints. 


Designs by 
KAREGA FASHION 
STUDIOS 


This buckle Oxford of Ori- e > yi This shoe of Indies Brown No. 
= 172 trimmed with Enamo No. 


Tai. ping jordin ing sigete 
Mow Castle Divisi 
ew aslle 1V1SlOn 
Aled Xd © 
1e 1 ompany 


a very new line. 
1CO Gold C/treet, (New York Guy 
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Over 85% of sum- 
mer vacations this 
year will be taken 
after July 6! 


One of the impor- 
tant requisites in 
the vacation ward- 
robe of every girl 
is sparkling new- 
ness in costume 
and shoes. Even 
though white kid 
shoes were bought 
early in May, mul- 
titudes of girls pre- 
sfer to have an- 
other style in 
white kid for wear 
on those occasions 
in mid-summer 
where appearance 
means everything, 
























last post of the WHITE KID season 
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The real demand for white kid shoes comes after many shoe stores have 
lowered prices and started clearance sales for apparently no objective other 
than to hasten selling through sacrificed profits. The same number of white 


kid shoes, and more, would be sold each summer at regular prices, maintained. 


Volume buying of white kid footwear occurs in July—usually the week 
before someone’s vacation. Too few shoe stores seem interested in the big 
demand, seemingly preferring to nibble at white profits. They try to squeeze 
the summer shoe business into the five weeks preceding July Ist . . . and it 


cannot be done! 


We predict an acute shortage of white kid shoes this summer. Merchants 


who re-order and re-size will reap the benefit of sustained mark-up profits! 


G. LEVOR & CO. une. 


Donners of THE WHIMEST WHITE 


GLOVERSVILLE, NEW YORK 
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Seton’s Is the 
Patent! 


“Known as 1 the safest” 


Patent Leather 
Is the Fashion 






x*kk*k 





Leading merchandisers of Chicago generally foresee all-over patent 
leather shoes selling at the same pace as in the Spring season. Most of 


them report ready acceptance of patent by smartly dressed women. Much greater use 


of patent leather is described in combinations and trims on Autumn footwear in all colors. 


SETON PATENT COLORS 
which are selling big today are— 
No. 129—INDIES BROWN No. 77—MARINE BLUE 
No. 100—ARABY GREEN No. 112—TERRA COTTA 
No. 93—MINK (in the Ginger family) 


PATENT LEATHER LEATHER CO., 
a Rl e WHITE e COLORS aba eis NEW JERSEY 
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MUSEBECK 


en's Yyouble Ach (Year Qtuaight Bielelas 


#4 LAST 
Style O32 


Black Calf How to 
KEEP your customers 
SATISFIED 


Give them the best shoes they can buy for their money. That 
is why we are offering this new, improved Musebeck Double- 
Arch-Wear-Straight line for men. We have put everything 
into these shoes to increase their quality and service besides 
having them scientifically correct in construction. .. . All 
uppers are cut from Mei-O-Wax processed leather — an 
IMPORTANT STEP in increasing general customer satis- 
faction. Mel-O-Wax treatment improves wearing quality, 
feel and finish of leather. We know that Double-Arch-Wear- 
Straight Shoes, as now constructed, will satisfy both you and 
your customers better than any other line. ORDER NOW. 


NOW-These 
#5 LAST OUALITY features 
Style O56 a | | im ONE SHOE 


Black Kid 

. thick, flexible, light weight insoles . . . shoulder channel 
process... ten iron prime fine soles. . . 150 twill Sanforized 
white lining . . . natural calf quarter linings in oxfords . . . 
fine bend counters .. . Supreme rubber heels (best wearing 
on the market) . . . scientifically constructed triple-corru- 
gated steel shanks, guaranteed not to break down under body 
weight ... kid side linings—both sides of the vamps ... high 
shoes have one inch light colored top facings, natural calf 
counter pockets and silk upper fittings... . cut from finest 
upper leather available that has been Mel-O-Wax processed. 


$4.85 


5% 20 days 30 days Net 


Danville Illinois 


Please send price list on your complete Dou- 
ble-Arch-Wear-Straight line for men. 





Name 

















City State 
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Lasts of correct design are essen- 
tial to the production of well-fitting 
footwear. 





The appearance of the toe of a shoe 
is often the point of greatest appeal. 


Preserve the true toe appearance 
of properly designed lasts by using 
Celastic. 


THE QUALITY BOX TOE 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 
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SHOW THEM 
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AND You’LL sell THEM 


There’s something about the up-to-the- 
minute style and finish of Ball-Band 
summer footwear that brings window 
shoppers right into the store. And once 
they get their hands on the product 
they quickly become customers. That's 
what we mean when we say “show them 
and you'll sell them.” 


As a shoe merchant you know why cus- 


tomers like Ball-Band. It’s the evident 
good taste and quality in every item. 
And as a shoe merchant you know it 
pays you to sell the best— pays custo- 
mers to buy the best. 

Let us send you right now all the tacts 
about the Ball-Band summer line. Let 
the Red Ball speed up your summer 
sales. Write or wire today. 


MISHAWAKA RUBBER & WOOLEN MFG. CO. 


280 Water Street, Mishawaka, Indiana 


Locker Sandal—Al 








rubber with a thick, 


*““germ- 


sealed’’ sponge rubber sole. A profitable speciaity. 








Windermere—F or tennis. Loose lined. Ventilating 
eyelets. Sanded crepe sole. Cushion heel and arch. 








Delong an nies white ” tebe uppe’ 
Leather sole. 15/8 heel. Fine fitting i 


BALL 
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Commodore—For active sports or semi- dress. Cre 
sole, beveled heel, narrow last. A popular style 





Leather sole. 1 








fe cae hs ine white fabric. 
eel. 





BAND 
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SERVE OUT 
WITH 


Bsus hist 30’ Cats aA Rear a 


5026 Women's White Duck bal oxford, 
ventilated genuine leather in- 
21 Rae eA ep ae ee RD 2/8 


5027 Same in Black 
5025 Same in Suntan 


5072M Men's White Canvas sport ox- 
ford, cream steer buck, wing tip 
and panel, heavy milled foxing 
ventilated genuine leather in- 
WE SPs) Soran A/II 

5070M Same in Black Trim 

5071M Same in Brown Trim 


5040M Men's White Duck upper, black 
tire tread sole, ventilated genuine 
leather insole ............. 6/12 


5042M Same in Black 
5043M Same in Brown 


5014M Men's Black Duck upper, white 
cut-out sole, black underlay, white 


te il b inner foxing, ventilated genuine j 
The complete line wi . leather insole ..........6¥o/11 5 


5012M Same in White 
5013M Same in Brown 
5015M Same in Suntan 


gladly shown to you by the 
Endicott-Joh salesman in 


your vicinity. 









OPERATING UNDER 





wecoem nar 
FUNDAMENTALS 
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DOOR AMERICA 
TENNIS SHOES 


FEATURING STAND ON 


GENUINE LEATHER INSOLES 


POR the tennis players in your community, and 

the others, men and women, who will enjoy 
many leisure hours of summer sports there is 
only one line of tennis shoes to offer. 


"1 Sei NS laa sa ae a 


Endicott-Johnson Tennis shoes featuring 

STANDON genuine leather insoles are the play- In-Stock 
ers’ choice everytime. Standon insoles keep to retail at 
shoes cooler through proper ventilation, protect 

against burning and soreness, keep the shoe in 59 cents 
shape and mould readily to the foot. They are to 
stitched into position by an exclusive patented 

construction that does away with creasing, shift- $1.00 
ing and curling. 

There is a wide range of styles to select from. 

Order today, and profit by these features which 

are the talk of the tennis courts. Well deliver at 

once. 


5049M Men's Brown Duck upper, heavy 5060M Men's White Lace-to-Toe oxford, 
white pepper sole, white inner white imitation crepe sole, venti- 
foxing, ventilated genuine leather lated genuine leather insole, 6/12 


insole 5062M Same in Black 
Same in White 5063M 


Same in Suntan 
Same in Black 


Same in Brown 


Olen S WAN OF 
NE SECU AOllY GED 4 
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Heels may look alike 
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Cross-section view of Vogue Heel. Note 
that there are no washers. A beveled 


laminated wood base is used instead— 

EACH nail binds the ENTIRE heel to the 

seat, assuring a permanently tight heel @ 

seat with no possibility of the wrenching 

action which makes washer heels wobble, O I 1C 


squash out, grin and come loose. 


When writing advertisers please mention Boot and Shoe Recorder 





BOOT AND SHOE RECORDER, June 22, 1935 


when new - - - 


Naturally your customer is pleased when he walks 
out with a new pair of shoes. But how long does 


that satisfaction last? The heels on the shoes may | 


have a lot to do with the answer. 


Vogue Heels, introduced (by Goodrich) a year ago 
with no nail holes showing, proved so popular that 
every manufacturer has followed suit. ON THE 
SURFACE. But UNDER the surface of the Goodrich 
Vogue is a wood core. And the wood core is the 
secret of Vogue popularity and value. 


This wood core or base touches the leather heel seat. 
Both being rigid, even one nail through both binds 
them firmly to each other; all the nails together form 
a grip that years of walking couldn't kick loose. 


With a tight heel seat, the Vogue assures a firm, flat, 
comfortable tread. This heel cannot come loose or 
wobble, and so the shoe keeps its shape long after 
other hcels would have had it shapeless and ugly. 


Goodrich Heels give you this protection, this greater 
assurance of satisfaction in the shoes you sell. 


Vogue Heels will not increase the price of the shoes 
you buy. When they give you so many extra sales 
points, and give your customers so much extra 
value, why not specify them on your next order? If 
you would like to see samples, write The B. F. Good- 
rich Company, Heel and Sole Sales Division, Akron, 
Ohio. 





HERE’S THE COMPLETE LINE 
of Goodrich Rubber Heels 


“D” HEEL—the most famous rubber heel made. Used for 
years by the makers of the finest shoes to give their product 
added distinction and value. Beveled wood base. 


VOGUE—popular-priced wood-base heel. 


DIAMOND—conventional washer-type heel but with old- 
fashioned ugly bead eliminated to improve appearance. 


VOGUE HEEL ADVANTAGES 
to the Shoe Retailer 


Makes any shoe look better because of tight heel seat. Helps 
preserve shape and appearance of shoe by preventing 
wrenching. 

Wears longer because of more usable rubber. 

Is 25% lighter. 100% better looking. 

Assures firm, flat tread and greater foot comfort. 

Firm wood core makes any shoe a semi-arch-supporter. 
More effective wear. 

Adds novelty, value, comfort—to help you sell more shoes 
and keep user sold. 


Any shoe can afford Vogue Heels. Every 
shoe becomes a better shoe with them. 














Rubber Heel 
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Foreeast Ne.1 
Fashionable women-and smart retailers 
will do well with shoes that are styled 
just a little different—styled just a 
trifle fresher than the run-of-the-mill 
variety. For this Fall, as for previous 
Falls (and Springs, Summers and 
Winters) Andrew Geller exquisite foot- 
wear will have the ear-marks of design- 
ing genius written all over them. Our 
designing staff has been augmented 
and now stands as one of the outstand- 
ing footwear designing organizations 
in the nation. Just what shoe fashions 
will be good for Fall can best be visual- 
ized and understood by an inspection 
of the line of Andrew Geller shoes now 
ready. 






















Foreeast No.2 


Women, as well as retailers, will again 
insist on wearing good shoes, made of 
the finest materials and by the most 
expert craftsmen—shoes that have a 
reputation for fine quality through and 
through and for fine fit. In short they 
will want the kind of shoes which are 
best described as “typically Andrew 
Geller.” 


li \(( INR ody 
ISS Forecast No.3 


Retailers will want to be able to offer 
footwear as outlined above at a price 
the customer will gladly pay, and at a 


nee? price that means sensible profitable 
PS \ a ° 
Ls PA mark-up, and an opportunity for a 
fine turn-over and the building of cus- 
tomer good-will. 
































Foreeast No.4 








«, 40 e 

po" . e@ eo eare® vil yet \ ow” Retailers will want to offer Andrew Gel- 
yo" we v yu? ov . wid ler shoes because of all of these reasons 
We A\S yo vO “ese e out with the additional reason that women 
r ¥ a ve aod we at . will be told about Andrew Geller ex- 
fo o ve yo sco to retail quisite footwear through our national 
way e200” 46 wi advertising in the fashionable women’s 

ext ace $10.50 to $12.50 Soenans 





Foreeast No.5 


Some retailers will want to merchandise 


Andrew Geller exquisite footwear un- 
An rew e er der their own names, Hundreds of 
these retailers this Fall as usual will be 
proud to attach their good names to 


exquisite footwear a ae 
BROOKLYN 





plain. 
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